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tu America's favertte Caudtes 


BLUE DIAMOND 
Calijorwca ALMONDS 


Little Miss “Sue Shard” and the Wilbur-Suchard Chocolate 
Company can tell you how to bring the customers back for 





more. Fine milk chocolate is the answer... and sweet, crisp 
almonds. 


This is an almond year. Prices are favorable, quality is high. 
Equally important, ovr processing methods help lower your 
costs. BLUE DIAMOND almonds cost you less to handle 
because they're processed to meet your special needs. 


Order whole almonds, accurately graded for size and quality, 
or order ‘em diced, sliced, halved, or split. Your local Blue 


Diamond representative can give you helpful information, or 
write us direct. We're almond specialists, and have been for 
38 years. 





* Trade-Mark “BLUE DIAMOND" Reg. U. S. Pat. Off 








America’s Me. | Supplier Pe 
of Fine Almonds AL NOR DS 


CALIFORNIA ALMOND GROWERS EXCHANGE 


SACRAMENTO, CALIFORNIA 
NEW YORK CHICAGO 


tele) alUlot tela iia-t-1) 221 N. La Sa 


for January, 1949 














WATCH THE KIDDIES 


PEACH 








p EACH FLAVOR is a natural for the kiddies.. 


They just love it! 

And they'll love the candies you make 

if they have that incomparable flavor 

of the juicy, mellow fruit. 

Hard candies and lollies flavored with 
FRITZBRO OIL SOLUBLE PEACH IMITATION 
are just about the tastiest 

anyone could want. 

And for jellies and fondants, 

this wonderful peach effect 

is absolutely divine! 

Why not try this unique flavor? 

A line on your letterhead will bring you 
FREE testing sample and — if you wish — 
suggestions for its use. 
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A new extra-helpful book on. 


CANDY PRODUCTION 
METHODS AND FORMULAS 


by WALTER L. RICHMOND 


Plant Superintendent, Garrott Candy Company, and 
Jane Garrott Candies, Inc., St. Paul 


CANDY PRODUCTION: METHODS AND FORMULAS is a 
big, extra-helpful book designed to give practical 
know-how answers to problems of candy manufac- 
ture. Walter L. Richmond, the author, is plant sup- 
erintendent for Garrott Candy Company and for 
Jane Garrott Candies, Incorporated, St. Paul, Minne- 
sota. His articles in THE MANUFACTURING CONFEC- 
TIONER are condensations of some of the extra-help- 
ful chapters in this important book. 

In CANDY PRODUCTION: METHODS AND FORMULAS, 
Mr. Richmond describes fully the three basic opera- 
tions for good candy manufacture: (1) Ingredients 
and Cooking Actions, (2) Mixing, Casting, Coating, 
Etc., (3) Trouble Shooting. Mr. Richmond tells 
both the reasons and the methods of operation. In 


addition, he provides cafefully selected formulas for 
both the wholesale and the retail trade. 


Mr. Richmond’s book has 30 helpful chapters, as 
shown in the contents table below. Whether you 
have a large plant or a small one, CANDY PRODUC- 
TION: METHODS AND FORMULAS will be an asset to 
your firm. Its more than 600 pages contain 500 
candy formulas and detailed information on can- 
dies. Designed specifically as a production man’s 
text, Mr. Richmond’s helpful book also provides 
generous space alongside the formulas for notes 
during actual production in the candy plant. Pub- 
lication will be in January. Price is $10. Use 
the handy coupon below. 





Flavors and Colors (Ch. 1) 
Cream Candies (Ch. 2) 
Chocolate Covered Cast Creams 

(Ch. 3) 
Cordial Fruit Creams (Ch. 4) 
Direct Remelt Creams (Ch. 5) 
Hand Rolled Creams (Ch. 6) 
Plain Creams, Glazed Butter 
Goods, Crystallized Creams 

(Ch. 7) 
Cream Coated Bon Bons (Ch. 8) 
Chocolate Puddings, Chocolate 
Paste, French Chocolates (Ch. 9) 
Easter Candies (Ch. 10) 
Glace and Preserved Fruits 

(Ch. 11) 

Coconut Candies (Ch. 12) 
Milk Products for Fudge and 
Caramels (Ch. 13) 
Fudge (Ch. 14) 
Caramels (Ch. 15) 
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CONTENTS 


Marshmallow (Ch. 16) 

Nougat, Sea Foam (Ch. 17) 
Icing (Ch. 18) 

Jellies (Ch. 19) 

Starch Gums and Jellies (Ch. 20) 
Hard Candy (Ch. 21) 

Butter Crunch, Butter Scotch 


(Ch. 22) 


Taffy and Kisses (Ch. 23) 


a en ee nee are 


BOOK ORDER . 


The Manufacturing Confectioner Pub. Co., 
400 W. Madison Street 
Chicago 6, Ill. 


Enter my order for Mr. Richmond’s helpfu 
ODS AND FORMULAS which contains 500 


Dict Gi cckeduadusies aewe¥esOn taccalean 


S cigsndnsenpueineninininncianuemceninvene 


Nut Candies (Ch. 24) 

Pop Corn (Ch. 25) 

Salted Nuts (Ch. 26) 

Egg Frappes (Ch. 27) 

Useful Information—Charts and 


Tables (Ch. 28) 
Trouble Shooting (Ch. 29) 


Unsatisfactory Results, Cause 


and Remedies (Ch. 30) 


USE THIS ORDER FORM 


| book CANDY PRODUCTION METH. 


candy formulas. I am enclosing $10.00. 


| 
ios edeeeeneeeeassaecaeedae Date { 
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WILL TELL 


And taste will sell. Good flavor in food is a “must” according to a con- 
sumer survey. It helps make the difference between a popular dish and 
one that no one wants. 

There’s a right flavor for your product. Our laboratory technicians 
have the skill and ability to develop that flavor for you. We produce a 
vanilla ideally suited to and specifically adapted for every food manu- 
facturing and flavor use. Now is the time to ask your Charles R. Phillips 
representative about our flavors and vanillas, available in pures, 


blends, concentrates and sugars. OR write us direct. 












Charles RK. Phillips (6., tne 


PLANTS: ROCHESTER, N. Y., SPENCERPORT, N. Y. 
MAIN OFFICE: 116 NORTH FITZHUGH ST., ROCHESTER 14, N. Y. 


for January. 1949 





HOW and WHY 
CANDY MERCHANDISING 


] 
Industry Reaches 9,590 volume-selected buyers of candy (by CCA audit) — 
Coverage more than 3,000 more than the next three top candy magazines and 
newspapers combined. Published every other month, February 
through December, in six helpful “market-timed” issues. 
Directory For 16 years, the December issue has been the only directory 
Services of commercial candy manufacturers published in the U. S. 
Listings include over 830 key firms in over 60 classifications of 
candy products. Advertisers’ trade names are shown in a special 
department. 
] 
Buying Power More than 1,000 written statements received from volume candy 
Readership buying firms show the intensive readership and pulling power 


. show how candy manufacturers’ advertising messages are 
read and acted upon . . . show these volume buyers want 
candy buying information. 


Editorial Timely, exclusive “how to boost candy sales” feature arti- 
Excellence cles, studied analyses of candy selling techniques and trends 


keynote the year-’round editorial policy . . . the industry’s only 
editorial presentation for volume buyers exclusively. 





ap emer FOR MORE DATA: Additional informa- 

MERCHANDISING tion on how to reach the 9,590 volume- 

selected candy buyer readers of CANDY 

MERCHANDISING will, upon request, be 

promptly sent you. Write, wire or } 
phone one of the three convenient 

“CM” offices today. 


An Allured Publication 


CANDY MERCHANDISING 


Chicago: 400 W. Madison St.—Franklin 2-6369 I 
New York: 303 W. 42nd St.—Circle 6-6456 
Los Angeles: 412 W. Sixth St.—Tucker 4370 
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tumigate 
| incoming 
shipments 


Successful food plant fumigation begins at 
the door. That’s why confectioners every- 
where depend on Dow Methyl Bromide for 
thorough and complete fumigation of all 
incoming infested shipments. When prop- 
erly applied, Methyl Bromide accomplishes 

a complete kill of all insects and rodents— 

whether it is used in vaults, under gas-proof 
tarpaulins, or in loaded boxcars. 





Dow Methyl Bromide = | <= 


: od => DOW _- 
> She Penelating Sumigant a _—_— 


THE DOW CHEMICAL COMPANY 


os 
New York ¢ Boston ¢ Philadelphia « 


Washington e Cleveland ¢ Detroit 
St. Louis ¢ Houston ¢ San Francisco « Los Angeles ¢ Seattle 


Dow Chemical of Canada, Limited, Toronto, Canada 


NER for January, 1949 


MIDLAND, MICHIGAN 


e Chicago 


Remarkable penetration, fast action and 
rapid aeration has enabled Methyl Bromide 


to successfully fumigate a countless number 


of commodities. Harmless to most products, 


it leaves no disagreeable odors or tastes 
when used properly. 


Investigate Methyl Bromide! Ask your 


fumigator or write our Fumigant Division 
for full details. 











Stop em at the door! 





i : : : : 
CHEMICALS INDISPENSABLE. 
ye 


| TO INDUSTRY AND AGRicuLTURE ~ 
err ney 


ii 


. teh 
» Shee 
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ANALYSIS and 
COMPOSITION 


By 
STROUD JORDAN, M.S., Ph.D. 


and 
KATHERYN E. LANGWILL, M.S., Ph.D. 


$2.50 


The first two volumes of “Confectionery Studies” by Dr. Jordan, have acquainted the confectioner with everyday problems and with 
standards in effect at the date of publication. A practical and technical evaluation of chocolate products then followed entitled “Chocolate 
Evaluation”. These three books were willingly received by the industrdy as valuable additions to the technical literature available. 


This book, the fourth in the series, is being published by The Manufacturing Confectioner. Confectionery studies have been continued 
and this volume concerns itself, first with applicable data that cover the composition of basic raw materials as well as that of the finished 
confections in which they have been employed. 


In assembling this volume reference is made to applicable methods. Where satisfactory methods of analysis are of general knowledge 
they are incorporated by reference. All specially developed methods and procedures are incorporated in detail. 


Where reconstruction of formulas from analytical data is considered, we are dealing with a relatively unexplored field. Many basic 
assumptions have been made before actual formula reconstruction has taken place. The second part of this volume is used to consider 


the several confection groupings into which most confection types generally fall and full discussion of each follows. See Chapter Headings 
below. 


Moisture (Ch. 1) Colloidal Materials (Ch. 7) Seger Cream (Fondant Ch. 13) 
Ash (Mineral Matter—Ch. 2) Nuts and Fruits (Ch. 8) Fudge (Ch. 14) 
Sugars (Ch. 3) Acids (Ch. 9) Ceramels and Toffees (Ch. 15) 
Starches (Ch. 4) incidental Materials (Ch. 10) Marshmaliow (Hard & Soft Ch. 16) 
Proteins (Ch. 5) Reconstructed Formulas (Ch. 11) Nougat (Ch. 17) 
Fats (Ch. 6) Mard Candy (Ch. 12) Gums and Jellies (Ch. 18) 
Coated Candies (Ch. 19) Appendix 


BOOK SECTION 


The MANUFACTURING CONFECTIONER 


400 W. Madison St. Chicago 6, Illinois 
ec ee ey ee | | 
| me i CONFECTIONER ‘rer or r ee 
400 W. Madison St., Chicago 6, Illinois Ret Mav ccsececsee: of Books. 
| Please send me Dr. Jordan’s Book “Confectionery Analysis and Composition.” | 
cia sluubactad ARETE ete EE ee ae Ore | 
a a saan aneeestcesen etl ET asiiaea bas de eddies 1s Sheree Veen awardee ae tiasden | 
BAR OLA let ES SR EER RC el ea ee a ZONE ...... 
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of imitation flavors 


polak’s 
frutal 


works, me. 


36-14 35 STREET 
LONG ISLAND CITY 1, 


NEW YORK 


CHICAGO 
LOS ANGELES 


SAN FRANCISCO 


grape 

sfrau berry 
cherry 
raspberry 

rum and butter 
toffee 


] 
INOCHA 


ma pl. 


butterscotch 
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People who are quality conscious are 
quick to patronize the store that gives 
them ‘‘something better’. There is no 
easier. way to raise the quality standards 
of your candies than with the liberal 
use of FUNSTEN PECANS 
BEST FOR CANDY MAKING 

Use FUNSTEN PECANS—as toppers or 
fillers—to add taste appeal to your can- 
dies. Available in 17 graded sizes of 
halves and pieces — the right size for 
every confection requirement. Always 
uniform quality. Low moisture content; 
less shrivels or siftings—a higher per- 


centage of usable stock. 


Order through your regular 
jobber or write us for name 


of nearest representative 


= 


I= Apr 


R.E.Funsten Co. 


1515 DELMAR BLVD. ST. LOUIS, MO. 


Tir 
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Ten Months Sales Up 4% 


| pe ao SALES OF chocolate and confectionery manu- 
facturers in October gained 18 per cent over Sep- 
tember but still were 4 per cent under the October, 1947, 
volume, the Census Bureau reports. Sales in the first 
10 months of this year were 4 per cent higher than in 
the same months last year. 











Poundage sales were down all along the line, being 
3 per cent less than 1947 in the first 10 months and 8 
per cent less in October than the year ago month. 

Dollar volume was $88,785,000 in October and $637,- 
999,000 in the first 10 months, according to reports from 
314 manufacturers. 


Manufacturers’ sales for 1948 are expected to reach 
$1,050,000,000 for the first time in the industry’s history, 
reports the Dept. of Commerce. 


Ingredient materials used during 1947 to produce the 
industry’s $950,000,000, of candy represented an esti- 
mated outlay of $472,002,000, the Department reports 
in its annual survey for the year now being distributed. 

For the 121 manufacturers who reported by weight, 
the volume was 152,944,000 pounds valued at $59,031,- 
000 in October, 1948, against 175,612,000 pounds val- 
ued at $63,830,000 in October, 1947. For the first 10 
months, sales were 1,159,672,000 pounds valued at $441.,- 
667,000 in 1948 against 1,194,607,000 pounds valued at 
$408,770,000 in 1947. 


October sales of chocolate manufacturers and manu- 
facturer-retailers were up 29 per cent and 3 per cent, 
respectively, dollarwise, from October, 1947, but sales 
by manufacturers-wholesalers were down 10 per cent. 


Average weekly earnings of confectionery workers 
during September were $44.73, as against $43.47 in 
August and $42.32 in July. Average weekly hours worked 
totaled 41.0 in September,°40.2 in August, and 39.3 in 
July. Average hourly earnings totaled $1.098 in Sep- 
tember, $1.088 in August, and 1.078 in July. 


® Confectionery Salesmen’s Club of Baltimore, 
Inc.: One of the first local salesmen’s clubs, the 
organization recently held its silver anniversary 
stag banquet in the Lord Baltimore hotel. Among 
those attending: John P. Woodward, Hans Han- 
sen, Kenneth Fraser, W. T. Stuart, John E. Davis, 
Harry W. Loock, Morton Allen, M. P. Thomas, R. 
Carl Mitchell, W. E. Hawes, Jr.. A. R. Kompus, 
Frank Fleishman, Ellis B. Meyers, D. R. Drewyer, 
Frank A. Hartsone, Col. George J. Schulz, R. J. 
Hobbs, Clyde Cecil, Jack M. Shaffer, Irving Shaf- 
fer, Henry C. Wright, Jesse Hamburger, Al Padow, 
Leroy Brewer, T. W. Bonner, Jr., John Henderson, 
Mervin Diefenderfer, Al Matz, Fred |. Gisburne, 
Henry H. Michaels, Jack L. Bohan, Ernest T. Mes- 
sersmith, Joseph Bernard Harding, Donald Crane, 
Charles Menger, and Ralph Klotzbaugh. 


® Confectionery Salesmen’s Club of Philadelphia: 
New officers after the recent election are: John A. 
Bruens, president; Frank Wokoun, secretary and 
treasurer; Joseph Lindauer, Jr., vice-president ; and 
Albert Putzel, Edward Turner, and Charles Ful- 
forth, directors. A testimonial dinner will be given 
the retiring president, Charles Murray, this month. 
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aid the MAPLE tree 
I To the WALNUT tree | \ \ 


“Youre nutty,and Im sappy- 
But we have good taste aN 


And on us is based al 











= 
A fine NORDA flavor. Be happy ! ” a 
od 


ci 





There's an easy way to stay happy . . . start Use Norda Maple Walnut to expand and vary 
using Norda Maple Walnut Flavor now. your whole product line. Its concentrated, 
true-tasting richness is typical of the excel- & 


You'll save money. You'll keep your custom- 
lence you always expect from Norda. 


ers. You'll get steady new business. Norda 
Maple Walnut Flavor will definitely help For free samples of this “favorite to flavor it” 


make your candies, fondants, syrups, gelatins, |. . . complete Norda Flavor Catalogue . . . 
and other products more popular with many _—_and expert flavor advice, just write us. Do it 
more people. today! 


| si 1° 7 j 7 
iNet /# CLC ESSENTIAL OIL AND CHEMICAL COMPANY, INC. 
601 West 26th Street; New York 1, N. Y. 


CHICAGO * LOS ANGELES * ST. PAUL * MONTREAL * TORONTO * HAVANA * MEXICOCITY * LONDON ©« PARIS 
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A well made center, fully flavored and 
properly cooked, deserves the best in 
chocolate for its covering. Why risk 
your reputation and handiwork? Use 
only Merckens Chocolate Coatings. 














verte Oe ee MERCKENS CHOCOLATE CO. INC. 
Los Angeles ® Philadelphia 
Seattle © Salt Lake City 506 Seventh Street, Buffalo. New York 


’ 


~~ <A, 
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Your candy mix 
is a “Profit Center” 


when you use 
Swift’s Fluff-Dried Albumen 


That's because Swift's Fluff-Dried Albumen puts 
real body in your mix . . . increases your yield . . . 
gives you more fine candy for bigger sales. 

Swift uses only the best spring-laid eggs, 
specially processed to protect the fresh-egg 
quality. Swift's Fluff-Dried Albumen needs no 
soaking. The tiny particles dissolve instantly 
without clumping . . . whip up quickly to give you fluffy 
but firm consistency. 

You can count on Swift's Fluff-Dried Albumen 
for excellent results every time. 

Costs less to use, too! 


Order from your Swift Salesman 
or nearest Swift branch 
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let fifty years 
of experrence work 
for you... 
: flavors by 


Givaudan 


CY let 
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For half a century a leader in the 
y 
production of basic flavor materials, 


the Givaudan organization has carried out 












. 
. extensive research in flavors. 
7 ’ 
This specialized research. plus Manufacture of aromatics and 
flavor materials at the 
~ Pt , Givaudan-Delawanna plant. 
many years of practical experience in 
production and creation of ies, 
consistently high-quality 
products, will assist you 
in achieving flavor appeal. F 634 
Repeat sales will be assured your 
Greater Distinction through confections with RUM F-634... 
a remarkable simulation of Jamaica 
= 
ivaudan- elawanna rum, long-lasting, having 
ve ' good retentive qualities in your 
° hard candy, gum drops, or 
330 West 42nd Street « New York 18. N. Y. ys I 
jelly products. Write today to our 
Branches: Philadelphia + Boston , : i 
Cincinnati « Detroit « Chicago + Seattle « Los Angeles flavor research laboratories 
for a sample. 
. 
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To Sell Confectioners... 
THE MANUFACTURING CONFECTIONER 


@ 


The Technical Magazine of 
the confectionery business! 


@ 
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Editorial 


PURCHASING EXEC 
Content 


NUMBER 4 
More than 50 great 5 
“How to Make” ar- 
ticles a year appear 
in this magazine, 
which devotes its 
entire content to ar- 
ticles on candy pro- 
ducticn methods and the newest develop- 
ments in plant operation and successful 
management. For 27 years, The Manufac- 
turing Confectioner has led its field in the 
volume of pages devoted to production 
techniques and research. Part of its program 
is the Richmond textbook published month- 
by-month; and other “planned series arti- 
cles” on current manufacturing problems. It 
renders creative services to readers, such 
as “The Candy Clinic,” “The Packaging 
Clinic,” and its “Letters” column, all contri- 
buting to confectionery progress. 


Market Coverage 


2412 net paid (A.B.C.) copies penetrate 1722 
worthwhile candy plants. The combination 
of paid circulation, and the principle of a 
single interest magazine for plant personnel 
develops truly economical coverage of real 
buyers. The Manufacturing Confectioner 
delegates all “jobber news” and candy 
advertising to a separate publication, “Can- 
dy Merchandising”. 





Reader 
Interest 


— is a natural out- 
come of publishing 
facts that help make 
profits. Every phase 
of candy making is 
well covered, from 
giant production to 
“The Retail Manufacturer” (a department 
for the small scale operator.) Every issue 
is so balanced that at least one article 
serves the executive responsible for each 
candy plant function. Therefore, penetration 


to all buying points is assured. 


“Blue Book Issue” 


The September issue of THE MANUFAC- 
TURING CONFECTIONER is a specially 
important number. Its articles are statistical 
reports on the candy business. In addition 
it contains a “buyers guide” to (1) Raw 
Materials; (2) Machinery; and (3) Packag- 
ing Materials used in candy manufacture. 
This directory section lists suppliers in well- 
organized classifications, and their product 
advertising, making this issue over 200 
pages. Laminated covers, side wire bind. 
Timed perfectly for Fall buying. 











“Candy Packaging” 


Quarterly, from the issues of February, May, 
August and November, the entire ‘Candy 
Packaging” department of THE MANUFAC- 
TURING CONFECTIONER is reprinted as an 
individual magazine. 1000 copies are cir- 
culated free to a selected list of executives 
in candy plants who control packaging 
material purchases. These issues contain 
the useful “Candy Packaging Clinic Re- 
ports”. Packaging advertisers in these 
months get bonus coverage in the supple- 


ment. 


he 
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Publisher: 


Prudence W. Allured. 
400 W. Madison Street, Chicago 6 


“Candy Equipment 

Preview” 
appears (quarterly) in the January, April, 
July and October issues of THE MANUFAC- 
TURING CONFECTIONER. Reprinted as an 
individual supplement, including the adver- 
tising of machinery and equipment in those 
issues, it is sent to selected plant engineers 
and machinery buyers in the large factories. 
The “Preview” is constructive publishing on 
candy machinery and wins exactly the right 
reader interest to support machinery ad- 
vertising. 


e To 








Sell 
Jobbers 


USE... 





CANDY MERCHANDISING 


6 Issues a Year ‘ 


For Jobbers and Wholesalers — 
This digest sized magazine is 
designed to help candy manufac- 
turers strengthen relations with 
volume candy buyers. Jobber- 
Manufacturer relations have never 
been so important, nor the need 
for goodwill and understanding so 
great. 


@ MARKETS REACHED — 9,590 
copies of “C.M.” have controlled, 
free distribution to Candy, Drug, 
Grocery and Tobacco Jobbers, 
Department and Chain Store Buy- 
ers and other case lot buyers. 
Through these wholesale channels 
86% of all candy is sold. 


@ EDITORIAL CONTENT — Moc- 
ern in format, and dedicated 
exclusively to the merchandising 
problems of the jobbers who nor- 
mally handle $500,000,000 worth 
of Candy, Candy Merchandising 
has a sound, four-point editorial 
program which insures reader 
interest: (1) candy facts, (2) mer- 
chandising methods, and (3) sea- 
sonal trends. The Directory issue 
gives full (4) where-to-buy infor- 
mation. e 


THE CANDY BUYERS’ DIREC- 
TORY — is the December issue of 
Candy Merchandising. It contains 
lists of wholesale manufacturers, 
classified by 50 or more types of 
candies. It is the only published 
source of “where-to-buy-candy” in- 
formation. For 16 years 10,000 
candy jobbers and volume buyers 
have depended upon this ‘who's 


@ who’ of the candy industry. 
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LIKE THE FLAVOR 
OF A FRESH-CUT 
LEMON.... 


When it’s /emon you want, Exchange is 
the Oil! 

More than 80% of all the lemon oil used 
in the United States is Exchange Lemon 
Oil. This overwhelming endorsement by 


the trade is your assurance that Exchange 
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Lemon Oil delivers flavor . . . clarity 
and uniformity not found in any other 


Lemon Oil. 


Always specify it by the brand name 
when you order — Exchange Oil of 
Lemon. And to insure your satisfac- 
tion, accept no other brand. 


Distributed in the United States exclusively by 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF. 
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* NU-KREME 


Today, more than ever, America's most successful candy 
manufacturers are using NU-CREME profitably and satis- 
factorily in making finer Creams, Swiss Hand Rolls, Short 
Nougats, Sea Foam Kisses and many other zestful candies. 


NU-KREME is a light, white, highly tender and more 
mellow egg product . . . more practical than any nougat 
cream on the market. It acts as a preservative and insures 


better keeping qualities in the finished candy. 


When you try it . . . you too, will agree that NU-CREME 
is truly “The CREAM of Nougat Cremes."’ Convince 
yourself of its superiority by trying it today. 


Your copy of "RECIPES FOR BETTER CANDIES" 
will be sent on receipt of initial order. 


FORMULA FOR MAKING EASTER EGGS 
(That keep fresh): 
Place 18 Ibs. Sugar, 9 lbs. Corn Syrup and necessary water into 
kettle. Cook to 265 degrees. Beat into 8 Ibs. NU-KREME and beat 
short. Add 4 Ibs. Cocoanut Butter melted or cut fine. Add | Ib. 
of Powdered Sugar, mix in quickly, add Fruit and Nuts to suit. 


Pour out thick on slab, cut in squares, roll in size desired and dip 
in Chocolate. 


CENTER-ROLL KREME—for Soft-flowing Creams 
KREME-TEX—for Creamy Fudge and Caramels 
FRESH COCOANUT PASTE—Ready to use for Chocolate or 


Bon Bon Centers 
PECTOLENE—a pectinized invert sugar product 
MOLASSES HONEYCOMB CHIPS—for dipping in chocolate 
PEANUT BUTTER CHIPS—for dipping in chocolate 


TOPPINGS—Marshmallow, Butterscotch, Caramel and Chocolate 
Fudge 


Manufactured Exclusively by 


BURKE PRODUCTS COMPANY INC. 


317 W. HUBBARD STREET 
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UNION 
PACIFIC 





Vour choice 
eaamlnoe_ 
service belween 
Chicago and 


nae the PACIFIC COAST 


Union Pacific's daily Streamliners provide splendid 
accommodations for both Pullman and Coach passen- 
gers. Superb Dining-car meals . . . restful Club and 
Lounge cars . . . and a smooth roadbed add to the pleas- 
ure of your journey—from beginning to end. 


Sittamliun (TY OF LOS ANGELES’ 


Between Chicago-Los Angeles 


Siaamlu TY OF SAN FRANCISCO’ 


Between Chicago-San Francisco 


Sizamtiue AY OF PORTLAND’ 


Between Chicago-Portland 















ALL STREAMLINER COACH SEATS ARE RESERVED 


* * * 
Also overnight service Daily service on the Stream- 
every night between Chi- liner “CITY OF ST. LOUIS” 
cago and Denver on the between St. Louis and 
Streamliner ‘‘CITY OF Denver . . . with through 
DENVER.”’ cars to the West Coast. 
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For Volume Candy Sales 


SELL Through These TIME-PROVEN Channels 


Only Directory Largest Candy 


In the Field Buyer Circulation 








who channel 86% of all candy to market—all 
types of confectionery wholesalers and jobbers. 
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Detailed Analysis of Distribution 
Based on the June, 1948, C.C.A. Report 
9590* Case-Lot Buyers of Confections 

86% of all candy is channelled through the following types of wholesale buyers of candy: 
418 Misc. Wholesalers 302 Chain Grocer Buyers 
302 Vending Machine Firms 151 Misc. Retail Buyers 
1084 Tobacco Jobbers 571 Department Store Buyers 479 Chain Department Stores 
221 Wholesale Drugs 429 Drug Chain Buyers *9590 Total (C.C.A. average) 
These Volume Buyers are your life-stream to consumer outlets; the key men to candy distribu- 


tion. Candy Merchandising is the one magazine edited exclusively for them. The Candy Buyers’ 
Directory is their source of “where-to-buy" information. (Circulation audited by C.C.A.) 


3926 Candy Jobbers 
1740 Wholesale Grocers 


The Great 
“Little” Magazine 


“Candy Merchandising” is ‘the 
only magazine published exclusively 
for jobbers and wholesalers han- 
dling confectionery lines. It is the 
one magazine that gives editorial 
recognition to this important trade, 
and provides the full publication 
services that a periodical can render 


to an industry. 


Digest-sized, it is swiftpaced, to 
the reading needs of the merchan- 
disers, who must make every min- 
ute count. They delight in the prac- 
tical “little book” that they can slip 
in their pockets to show to their 
customers. 





Every page helps wholesalers 
make profits. Every article is se- 
lected to ease the jobber’s job and 
aid him to improve service. 


This is the magazine that is truly 
modern and different—that fills a 
marketing need for advertisers, 
winning powerful reader interest 
and delivering truly complete mar- 
ket coverage. Issued every other 
month from February to October. 
it gives advertisers five promotional 
issues. Its sixth number is the long 
established reference book: 


The Candy Buyers’ 
DIRECTORY 


This useful “red book of the in- 
dustry” lists over 830 wholesale 
candy manufacturers by over 60 
classes of candy that they make. 
Sixteen Editions (since 1931) have 
won for this useful issue trade ac- 
ceptance of “The Candy Buyers’ 
Directory” as the standard source 
of “where-to-buy” information. 
Trade names of advertisers’ prod- 
ucts are listed in a special section 
as added service. 





CANDY MERCHANDISING 


Published by: 


THE MANUFACTURING CONFECTIONER PUBLISHING CO. 


Publisher: Prudence W. Allured, 
400 W. Madison Street, Chicago 6 
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Eastern Office: Wm. C. Copp, Mgr. 
303 W. 42nd Street, New York 18 
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CALIFORNIA 


400 W. Madison Street, Chicago 6, Ill. 
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FRUIT GROWERS 


PRODUCTS DEPARTMENT 
ONTARIO, CALIFORNIA 





EXCHANGE 


99 Hudson Street, New York 13, N. Y. 


USED BY LEADING CANDY MANUFACTURERS THROUGHOUT THE WORLD 
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THERE’S ONLY ONE 




























-- IN WILD CHERRY FLAVOR! 





Be sure to use ATLAS 1535 Wild Cherry —a num- 
ber you can’t go wrong with! It’s your direct line 
to greater hard-candy profits through delightfully 
natural-tasting flavors. Consistently appealing in 
quality, Atlas 1535 goes over big with candy- 
makers who find it unvarying in its strength and 
remarkably resistant to high temperatures. Eco- 
nomical, too—only one ounce really flavors 100 
Ibs. of candy. Discover these outstanding qualities 
for yourself. Place your trial order today! 


Other “1500 LINE” IMITATION FLAVORS 


(ALL HEAT-RESISTANT) /) /, A, 
RASPBERRY ORANGE APPLE LIME Y, Jt C Flav t 
GRAPE WILD CHERRY PEAR PEACH 4-Candy 
PINEAPPLE BANANA LEMON RUM Hat 
STRAWBERRY RUM AND BUTTER 


TRIAL GALLON......... $10.00. $9.50 PER GAL.......... CASES (4-1 GALS.) 
(Delivered from our nearest warehouse) 








~e 
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THE ATLAS (AGEL PROTECTS tee 


FIRST PRODUCERS OF CERTIFIED COLORS 


OHRGTARM &¢ COMPANY Enc. 


ESTABLISHED 1851 


89 PARK PLACE, NEW YORK 7 N-13 E. ILLINOIS ST, CHICAGO 11 4735 DISTRICT BLVD., LOS ANGELES 1 
ATLANTA + BALTIMORE + BOSTON + CINCINNATI = CLEVELAND + DALLAS + DETROIT - HOUSTON,: INDIANAPOLIS + KANSAS 
CiTy, MO + MINNEAPOLIS +» NEW ORLEANS + OMAHA = PHILADELPHIA = PITTSBURGH + ST. LOUIS + SAN FRANCISCO 
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Candy Ideas Boost Saylor Sales 


Ripa INITIATIVE, A barrel of maple sugar, and $100 
in capital have been developed in 31 years into a 
million-dollar business by two sisters, who—discounting 
their well-meaning business friends’ and advisors’ belief 
that “it couldn’t be done”—actually did it. Today Miss 
Ella Saylor, president and co-founder of Miss Saylor’s 
Chocolates, Inc., looks back over her years of success in 
making high-quality chocolates and still maintains that 
“more businesses are wrecked from fear than lack of 
capital.” 

Miss Saylor and her sister, Mabel, were first inspired 
to make chocolates by the barrel of maple sugar sent 
to them each year in Seattle, Wash., from their Pennsyl- 
vania relatives. The girls loved to make candy, and 
they seemingly had an instinct for fine cooking which 
was borne out by the ready sale of their chocolates at 
church and charity bazaars. Friends and neighbors 
found the Saylor candies so good that they encouraged 
them to start making their confections in larger quanti- 
ties. Few expected them, however, to do more than 
begin a small retail store. It was therefore a surprising 
move to their friends, when the sisters rented a small 
building in Seattle and began production of their 
chocolates in competition with large manufacturers 
through retail outlets. 

“Miss Saylor’s Chocolates” continued to be made of 
rich pastry cream and fresh dairy butter and other top 
quality ingredients. Despite the high prices of their 
high quality products, the Saylor candies sold well and 
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the business grew rapidly. Following World War | a 
good price was offered for the business. The girls sold it 
and moved to California. 

The small islet city of Alameda in San Francisco bay 
was chosen by the Misses Saylor as the site of their 
home and new business. The choice of Alameda was 
made, Miss Ella Saylor said, because it was a “home 
city,” and they desired “home folks” for employes to 
make their “homey type of candy.” 

Once again the girls appeared to be violating sound 
business practices by pioneering a high-priced product 
in a low-priced market, such as the candy field was in 
the 1920’s. And once more the Saylors proved that quality 
paid off despite the odds against them. 

Expansion came quickly to the Alameda plant with ad- 
dition of brother Bill Saylor to help Miss Mabel Saylor 
with the sales work. Their chocolates soon were being 
sold throughout the 11 western states and the South. 

Like many companies, the Saylors faced a grave issue 
in 1933 with the depression crushing businesses of all 
sizes and kinds. The growing company had manu- 
factured only boxed chocolates up to that time, and 
sales began slipping as the depression became more 
severe. It was then that the Saylor family had to de- 
cide whether to reduce their sizeable force of workers, 
or find a way to keep them profitably employed. 

The ultimate decision was once more to pioneer in 
a branch of the confectionery field. The Saylors de- 
cided to enter the highly competitive candy bar market. 
This again was met with pessimism by their friends and 
advisors. The company was not big enough to meet 
the size and low cost production of the many large 
bar manufacturers. So once again it relied on its prime 
key to-success—quality. Miss Saylor’s chocolate royals, 
almond crunch, mint patties, and other bars were 
slightly higher in price, but—stressing the best of in- 
gredients, flavors, and workmanship—became quick 
favorites and sales zoomed. The company had to hire 
additional help in order to keep up with demand, and 
came through the entire depression in an excellent 
financial position. 

New candies have been added to the Saylor output 
from time to time. One of the most popular at the 


MISS ELLA SAYLOR, president and co-founder of Miss Saylor's 

Chocolates, Inc., is still actively engaged in the million-dollar 

business she founded with her sister 31 years ago on only 
$100 capital. 
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THIS picture was 
taken in 1933 
when the depres- 
sion was at its 
worst. The Say- 
lors kept all of 
their employes 
working by pio- 
neering in the 
candy bar field 
at that time. 
Their theory of 
success through 
quality once 
more proved cor- 
rect with even 
an expansion 
of the staff 
shown. 
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MODERNISTIC. 
new plant of the 
Saylor firm in 
Alameda, Calif., 
where the Saylor 
girls moved after 
the first world 
war. The attrac- 
tive. streamlined 
building is one 
of the most mod- 
ern candy facto- 
ties. inside and 
out. in the en- 
tire nation. 


rail 


MISS Elizabeth 
Spingola work- 
ing on a list of 
orders in front of 
office manager 
J. A. Crockwell. 
Fully automatic, 
precision office 
machines are 
used in all the 
offices. (All pho- 
tos for this arti- 
cle through cour- 
tesy of “Friden 
Super-Matic 
News”.) 
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national consumer level is “Coffee-ets”. The coffee- 
flavored confection was developed by Miss Mabel Saylor 
shortly before her death more than 10 years ago. They 
were first tried on the West Coast “home” market and 
met with instant success. Then a national advertising 
campaign, coupled with country-wide distribution, 
brought a big response in the consumer trade all over 
the U.S. It is today one of the firm’s leading confections. 

The Saylor family remains very active in the firm 
today. Miss Ella Saylor, known affectionately to her 
executives and personnel as “Aunt Ella,” is still presi- 
dent of the company. Elliot Peterson, her sister’s son, 
is in charge of research and production; and Bill Say- 
lor’s wife and son are still active in the firm following 
his recent death. “Aunt Ella” is modest about her suc- 
cess. “It’s been the whole Saylor’s crew working to- 
gether,” she says. “From the beginning we enjoyed 
making unusual candies and we have never dropped our 
standards. We love the challenge of business, and from 
our modest beginning 30 years ago to this day, work- 
ing together, we have always found the answers.” 

A great deal of the credit for the company’s success 
is accorded A. C. Carrington, general manager and 
secretary-treasurer, who has been with Miss Saylor’s 
since 1929. Under his guidance the plant and business 
office have been modernized completely with everything 
from the latest sanitation equipment to the latest in 
calculating machines. 

Modern sales methods and ideas are continually being 
used by the company to increase even more the great 











strides it has taken since its humble beginning 31 years CONCEPTION of the two Saylor girls by Artist Walt Duddy in 
ago by two girls with $100 who refused to be daunted their Seattle. Wash., home kitchen where they first began to 


make their famous candies. They later rented a small building 
for making candy, accepted a gtod offer for their Seattle business, 
and moved to California to begin anew. 


by pessimistic opinions and great odds against them. 


CHOCOLATES are hand-packaged (first 
photo at right) by women in white uni- 
forms. This is a specialist's job which 
must be done by hand to insure at- 
tractive, neat boxes of assorted choco 
lates. Miss Saylor’s “Coffee-ets” are 
carried along a conveyor belt (second 
Photo at right) to aid speedy handling 
in the shipping department. This con- 
fection is one of the most famous and 
successful of the company’s products. 
and is now distributed widely after its 
initial success on the West Coast. 





FACTORY WORKERS (below) operating the machinery which makes Saylor products—chocolates, nut bars, “Coffee-ets.” Pastry cream 
and fresh dairy butter are mixed in the battery of machines (left) for rich bases in the candies. Chocolate mixture (center) is poured onto 
cooling slabs for setting by two Saylor employes. Automatic machines (right) rapidly wrap thousands of “Coffee-ets”. 
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Anticipate Confectionery Production and Sales Records in 1949 


1943 Sales Seen Over St Billion Goal 


Wages, Prices, and Taxes Will Present Challenge to Industry 


by PHILIP P. GOTT 


President, National Confectioners’ Ass'n. 


s HE CONFECTIONERY INDUSTRY has just completed a 
year in which estimated production will probably 
exceed the 1947 total of 2,700 million pounds and whole- 
sale dollar volume will reach the billion dollar mark. 
It is anticipated that 1949 will find the industry making 
even greater progress, but not without difficulty, for the 
coming year promises to be a challenge to the confection- 
ery industry. 

Factors contributing to the confectionery industry’s 
growth are continued modernization of plant operations, 
increased production capacities, and intensified merchan- 
dizing activities plus the continuing upward trend in con- 
sumer income. Factors which may tend to curb the 
industry’s climb in 1949 are high prices of important 
ingredients such as cocoa beans and peanuts, the possible 
threat of federal and state sales taxes, higher wages, 
packaging changes, and increased influx of imported 
confections. 


Candy Sales and Production 


It is expected that bar production will account for 50 
per cent or more of the total annual poundage in 1948 
and 1949 as it did in 1947. Complete figures for 1947 
production, sales, and distribution of candy which have 
just been released by the Department of Commerce, indi- 
cate that bulk goods is making a “come back.” In 1945, 
bulk goods’ accounted for 15 per cent of total poundage, 
in 1946, 19.7 per cent, and in 1947, 20.9 per cent. Pack- 
age and penny goods production also increased, but pro- 
duction of 5-and-10 cent specialties dropped slightly. 

For the first nine months of 1948, Department of Com- 
merce figures disclose, candy manufacturers’ poundage 
sales were practically the same as 1947 but it is antici- 
pated that heavy holiday candy sales will send the total 
1948 poundage above the 1947 figure. Dollar sales for 
the first nine months of 1948 were up 11 per cent from 
the same period in 1947. Increase in dollar sales is ac- 
counted for primarily by increased ingredient prices. 

It took nearly 3 billion pounds of agricultural prod- 
ucts to produce the 2,790,000,000 pounds of candy in 
1947. The industry’s bill on this gigantic “grocer order” 
was almost $475,000,000. 


Ingredients 


Supplies of sugar will be adequate, and the early 
months of 1949 will indicate whether sugar prices will 
maintain the present level or advance as desired by the 
domestic producers. The National Confectioners’ Ass’n 
and other major sugar using industries have recom- 
mended a sugar allocation of 7,940,000 tons in order 


page 26 


to insure an adequate supply at prices close to ,the pres- 
ent level, while sugar producers desire a lower alloca- 
tion. 

Cocoa beans will still be high priced during 1949 and 
1950 compared to the prewar prices of 51% cents per 
pound or the wartime price of 9 cents per pound. Cur- 
rent price of cocoa beans is 40 cents per pound. Except 
for unforseen developments, there is little hope for a 
decline in cocoa prices for the next two or three years. 
This situation will result in increased production of 
“white” goods by U. S. candy manufacturers. 

Peanuts will continue to be priced far above the pre- 
war 5 cents per pound as long as this agricultural prod- 
uct is considered a basic commodity and is included in 
the 90 per cent parity bracket. 


Candy Prices 


Faced with probable increases in labor, packaging 
costs, and continued high prices of important candy 
ingredients, candy manufacturers hope to maintain pres- 
ent candy prices during the next few months, despite the 
fact that they would like to sell their products in the 
price bracket to which the public is accustomed. In the 
event of a reduction of ingredient prices, packaging costs, 
and labor changes, manufacturers hope to be able to 
increase the amount of candy sold for the same prices 
or reduce the cost to the consumer. 


Legislation 


Because some states will be seeking new sources of 
revenue in 1949, sales taxes may constitute a threat to 
the confectionery industry. The industry is not opposed to 
fair and just taxation. In some states and cities, how- 
ever, sales taxes are levied which exempt food and food 
products “other than candy and confectionery.” The 
industry feels it is right in fighting discriminatory sales 
tax legislation in states contemplating these taxes and 
seeking to secure revision of discriminatory law now in 
effect. 

Careful consideration is also being given to develop- 
ments in the basing point controversy. 


Reciprocal Trade 


Reduced tariffs on confections are already working a 
hardship on American confectioners. While the tariff 
on imported candy has been reduced, a tariff increase 
is being sought on imported ingredients which are used 
in certain candy products made by the U. S. manufac- 
turers. In many instances this candy, produced by U. S. 
candy makers using itnported ingredients, is sold in 
competition with imported candies containing the same 
ingredients. Such inconsistency in reciprocal trade polli- 
cies gives a competitive advantage to foreign candy 
manufacturers. 
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How to Operate a Retail Shop 


by W. R. SULLIVAN 


EDITOR'S NOTE: /n response to literally hundreds of requests 
for information on the operation of a manufacturing retail con- 
fectionery shop, THE MANUFACTURING CONFECTIONER, with this 
article by Mr. Sullivan, begins an exclusive series to help answer 
the many problems involved. Written by an author familiar with 
retail candy manufacturing, the series discusses plans and require- 
ments for entering the field, how to select formulas for clientele 
and location, and how—along with numerous formulas—to make 
good retail shop confections. For the convenience of readers, re- 
prints of the entire series will be available at a nominal cost. 


HE CONTENT OF this series of 

articles should clarify certain 
complexities of retail manufacturing. 
Certain assumptions must be made to 
define better the undertaking. These 
are: (1) you are familiar with candy 
making on a small scale to a limited 
extent; (2) you are acquainted with 
the supply sources of raw materials; 
(3) you have made arrangements for 
the retailing of candy produced; (4) 
you have sized up location and cli- 
entele; and (5) you have become 
familiar with local, state, and federal 
regulations which may affect. your 
contemplated venture in business. 

There are, however, important con- 
siderations necessary to insure suc- 
cess. These may be listed as: (1) 
varieties of candies to be made; (2) 
cost finding methods; (3) amount of 
labor required and production at- 
tained; (4) storage facilities; and 
(5) type and amount of equipment 
required. There are also many other 
factors involved, any one of which 
could be of vital importance. 

For example, the water supply 
available may be unsuited for candy- 
making. Thanks to scientific progress, 
a demineralized water (practically 
distilled water in purity) may be ob- 
tained at nominal cost, about 1/20 
the cost of distilled water. 

Although you have decided upon 
your tentative location, have you 
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realized that this location will govern 
your clientele to a large extent? For 
instance, theatrical trade require- 
ments may include a line of assorted 
candies, bars, popcorn confections, 
and fancy boxed items. A location 
near a school may have to offer lower 
priced merchandise; penny or 5-cent 
pieces, or bars. A high class retail 
outlet will demand varied assortments, 
seasonal numbers, fancy boxes, and 
faultless displays. 

The clientele in turn controls the 
kinds and varieties of candy manu- 
factured. Several candies are peren- 
nial favorites regardless of location. 
The size of pieces depends upon the 
trade but the consensus of opinion 
seems to lean a bit toward the smaller 
sized piece of candy. Boxes of as- 
sorted candy should run 20 to 30 
pieces to the pound; penny pieces 
should run about 30 to 40 to the 
pound. 


Varieties of Candy 


Some successful business enter- 
prises have been built up on a limited 
number of items. Other successful 
manufacturers have made more of a 
general line of candies for their out- 
lets. At the beginning, it would seem 
advantageous to limit the number 
of varieties to the minimum, with the 
thought of making a reputation for 
quality on those items and, when 


that has been achieved, to introduce 
different pieces eventually and branch- 
ing out to a complete line of candy. 

Suitable retail numbers for manu- 
facture may be listed as: fudge, pat- 
ties, jellies, taffy, pralines, nougat, 
caramel, marshmallow, bon bons, 
hand rolls, log cabin roll, popcorn 
confections, and even hard candy. 
Special locations and clientele may 
influence the varieties produced, even 
more so than anticipated. 

Chocolate coated pieces will de- 
mand greater attention than some 
other types of candy. Chocolate is a 
product in itself as well as a prob- 
lem. Consider the difficulty of pro- 
ducing an assortment of chocolate 
creams; each flavor must be kept 
separate; many different coatings 
may be required; and equipment and 
labor required present other difficul- 
ties. 

When starting in the retail manu- 
facturing business, unless you are 
well versed in “know-how,” it will 
be well to forego making assorted 
chocolate creams. Instead, start with 
easy-to-make popular candies. 


Cost Finding Methods 


Some system of accounting will be 
required to satisfy the tax require- 
ments of state and federal authorities. 
Accounting also keeps the owner in- 
formed as to the status of his busi- 
ness. Cost finding may follow the 
general accounting procedures. One 
system followed in some retail manu- 
facturing establishments may well be 
emulated. Devote a page in a note- 
book to each type of candy. On the 
margin of the page, write down the 
list of ingredients with the amounts 
used in the formula. A master sheet 
is used for each ingredient which 
gives the cost and amount with the 
date delivered. The cost may be 
broken down to pounds or ounces as 
called for on the formula sheet. By 
checking the weight of the finished 
batch as made by the formula, a yield 
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figure is obtained which is entered 
as Yield under the list of ingredients 
on the formula sheet. This yield 
figure may be greater or less than the 
total weights of the ingredients used; 
it seldom will be the same. The in- 
gredient cost per pound of the 
finished candy may thus be found. 


If desired, a time study may be 
made (by timing your own activities 
in making a batch of candy from 
start to finish). The time required 
to make the candy should be entered 
on the formula sheet for reference. 
Charging for your time at a certain 
rate will give an idea of labor cost 
involved. This will not be exact be- 
cause the record does not account 
for time needed in cleaning-up at the 
end of the day or for certain other 
miscellaneous activities. 


The above records can be kept 
by an individual without undue work 
and will form profitable informa- 
tion for the future. Overhead and 
other operating expenses may be kept 
on separate forms, according to regu- 
lar book-keeping methods. One may 
advantageously employ the services 
of an accountant, say, one-half day a 
month to keep the business records 


Labor Required 


A one-man establishment is the 
simplest and easiest to set up on 
paper. Though it is possible for one 
man having the “know-how” to make 
a considerable amount of candy in 
the course of a day, it will hardly be 
feasible for one man to attend also 
to the other functions of the busi- 
ness, such as sales and purchases. 
On the basis of 500 to 1,000 pounds 
of candy per day production, one 
man could handle the manufacturing. 
Additional help would be needed for 
sales and either part-time or full- 
time help for cleaning and assistance 
in lifting kettles, pouring onto the 
slabs, and packaging. Cleaning in 
the plant and storing of raw mate- 
rials or finished product is time con- 
suming and may often be thought 
of as non-productive labor, yet is 
essential. It will be better to esti- 
mate a three man set-up at the start. 


The amount of candy produced 
and the types of candy will provide 
a wide range of production and profit 
margins. Considerable thought must 
be given to costs, mark-ups, and 
competitive prices. 


Storage Facilities 


Raw materials and finished prod- 
ucts will require some storage space. 
While finished products should move 
out quickly, as retail items are not 
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made for long shelf life, the plant 
should be ahead of the retail outlets, 
the number of outlets and their size 
being the determining factors. Often 
space can be leased from a cold stor- 
age firm. This simplifies the storage 
matter, except for one vital element: 
sanitary storage conditions. Candy 
is a food and must not be exposed in 
any way to contamination. It is 
highly perishable and susceptable to 
insect infestation. 


Raw materials can be stored in a 
space adjacent to the cooking room. 
To store raw materials next to the 
kettles is unsatisfactory, as washing 
down kettles may ruin many prod- 
ucts. A dry, cool storage room is 
ideal but here again, sanitary condi- 
tions must prevail. In some cases, 
properly constructed cellars or base- 
ments may be utilized. 


Equipment Required 


Equipment required is always a 
debatable matter. The size of the 
business is the best criterion. Based 
on production of 500 to 1,000 pounds 
of finished candy a day, two 30-gallon 
steam jacketed kettles should be 
ample. One or two candy furnaces 
with four or five 20-gallon pans may 
be substituted for the steam kettles. 
At least two cooling slabs (either 
steel or marble) will be needed. Fif- 
teen to 25 starch boards, five or six 
heavily tinned chocolate dipping pans 
will be desirable, and of course, mis- 
cellaneous equipment, such as spatu- 
las, knives, spoons, paddles, ther- 
mometers, scoops, and scales will be 
necessary. 


Steam kettles naturally require a 
source of steam. Small boilers, some 
completely automatic in operation 
and of the oil-burning type, have 
proved highly satisfactory. The ket- 
tles and boiler are subject to city in- 
spection and licensing, in many cases. 
Some locations may be available 
where steam may be obtained from a 
utility company. 


Used equipment may be purchased 
and, if capital is limited, may be 
advisable. In any case, the supplier 
should be asked for advice. Some 
supply firms assist in making sug- 
gested lay-outs of plants. 


The equipment listed above does 
not allow for the making of all kinds 
of candy. It does not permit the mak- 
ing of fondant or nougat cream; it 
is likely that these intermediate prod- 
ucts may advisedly be purchased 
from a reliable firm, thus conserving 
time and unprofitable production tie- 
ups. At a later date, fondant and 
nougat cream may be made by install- 





ing additional equipment, if found 
feasible. The backbone of any busi- 
ness is quality, and these items should 
be purchased on that basis. 


The size of the batch made will 
depend upon the business. The equip- 
ment mentioned here is suitable for 
25- to 50-lb. batches which will be 
considered standard size. They may 
be increased to larger sizes should 
the business demand it. 

Equipment should be considered on 
the basis of serviceability and on a 
time-saving basis. Future needs must 
be considered, for some expansion 
may be needed sooner than expected. 
All labor saving devices possible 
should be investigated and, if pos- 
sible, installed. For example, a hand 
truck may be very convenient, but 
what about thinking of a_ hoist; 
would a movable hoist be advan- 
tageous? Although corn syrup may 
be purchased in drums, will your 
production be large enough in a short 
time to justify the installation of a 
tank? 

If later events prove it is desirable 
to manufacture your fondant and 
nougat cream, will there be adequate 
space for the equipment necessary ? 

And, if the city or town where you 
are entering business has a climate 
unsuitable for making candy during 
certain months, rain or excessive heat, 
are you (1) planning to shut down, 
(2) operate in spite of the weather 
handicaps, or (3) create your own 
conditioned weather? The very mini- 
mum amount of equipment in this 
respect will be exhaust fans to re- 
move hot air and steam from the 
kitchen. 


Starting with Three liems 


Some retail manufacturers have 
made a reputation for fudge. Fudge 
is made more at home than any other 
type of candy and is a natural for a 
retailer. Fudge covers a wide range 
of varieties; vanilla and chocolate 
fudge are universally accepted. 


Jellies are highly saleable in many 
sections of the country. They are 
especially desirable in certain seasons. 
They have eye appeal and may be 
favorably received in your commun- 
ity as being somewhat similar to a 
salad—not heavy, free from fat, and 
suitable for persons indulging in 
sweets who would hesitate to eat 
heavy cream or rich fudge. 

Pralines are favorites in many sec- 
tions of the country, especially, in the 
South. Northerners, too, are quickly 
learning to like this delicacy. 


These three items are not difficult 
to manufacture and are presented as 


(Please turn to page 58) 
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How to Improve Steam Plant Efficiency 


Fe GREATER STEAM plant efficiency, the tendency over 
a number of years has been towards higher boiler 
operating pressures, says A. C. Dresher, of Cochrane 
Corporation. This has highlighted four important re- 
quirements for satisfactory feedwater which, in general, 
seem best obtainable with the hot process type of water 
conditioning equipment; zero hardness, low total solids, 
low concentrations of silica, and low and controllable 
alkalinities. 

Zero hardness is required to eliminate completely 
sludge and scale formation in the boiler. This means 
reduction considerably below the indication of so-called 
“zero hardness” by the soap test. With low hardness 
supplies having less than 50 ppm. of hardness, this can 
be accomplished by using phosphate and caustic soda 
as the reagents. With hard water supplies, a two-stage 
softner utilizing cheaper lime and soda ash as the initial 
treatment, followed by phosphate to precipitate the re- 
sidual hardness externally, is generally recommended, 
says Mr. Dresher. 


Hot Process Water Softener 


For waters that are comparatively soft and relatively 
low in alkalinity, having a hardness of less than 50 ppm., 
the hot process water softener, using phosphate as the 
precipitating reagent has worked out remarkably well, 
says Frank N. Kemmer, chemical engineer with Coch- 
rane Corporation. Many units are in service condition- 
ing relatively soft water, either initially clear, or con- 
taining considerable suspended matter, as from surface 
supplies. 

To obtain the alkalinity control that is desired, phos- 
phoric acid is generally recommended as the chemical 
reagent, being introduced into the water supply ahead 
of the hot process softener, immediately followed by 
heating and deaeration of the water for discharge of 
oxygen and carbon dioxide generated by the acid. 

Following the deaerating process, in alkali—such as 
caustic soda—is added to raise the pH value to the order 
of 9.7 to 10 in order to bring about the optimum en- 
vironment for the precipitation of calcium phosphate 
and magnesium hydroxide. 

It is interesting to note, says Mr. Kemmer, that this 
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process has resulted in very soft water, not only of zero 
hardness by the soap test, but generally containing only 
a fraction of a part per million hardness as determined 
by quantitative laboratory procedures. On one installa- 
tion the hardness measurement on a large volume sample 
of treated water showed a hardness reduction of 0.07 
ppm. This process reduces the hardness to such infini- 
tesimal values; that the boiler concentrate is generally 
crystal clear, devoid of every vestige of sludge, and of 
low alakalinity. 


Calcium Phosphate and Temperature 


In common with all types of precipitation softeners, 
says Mr. Kemmer, the effluent from the sedimentation 
chamber and filters is saturated with the precipitate 
under the conditions of operation; so that in a 100 per- 
cent makeup plant, if this water is passed through the 
economizers, there may be some tendency for further 
precipitation of the remanent hardness under the higher 
temperature conditions, because the calcium phosphate is 
less soluble at the higher temperatures. 

In order to avoid such deposition, treatment of the 
effluent from such a unit with phosphoric or sulphuric 
acid to reduce the pH value to the order of 8.5 is gener- 
ally recommended, suggests Mr. Kemmer. 

For relatively high hardness waters, the phosphate soft- 
ner is first reduced by the cheaper lime and soda ash 
reagent to approximately 15 to 25 ppm. This water is 
then delivered to a second sedimentation tank, where the 
remanent hardness is precipitated by a phosphate reagent, 
such as disodium phosphate. 


Water Delivered to Boilers 


Following this process the water is filtered and then 
delivered to the boilers. The process of deaeration can 
carry out in an independent deaerating heater or can be 
made an integral part of the softener sedimentation tank. 

Water having a low concentration of total solids has 
always been a requirement of properly prepared boiler 
feed-water. The goal is to provide a makeup water that 
approaches distilled water as nearly as is economically 
possible, explains Mr. Dresher. Low total solids are de- 
sirable to minimize boiler blowoff loss, and also to re- 
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Veilltirnid COCUmMes 
DEMANDS 


MODERN 
EQUIPMENT 
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Traditional Goodness made 
by Old Dominion Can- 
dies, Incorporated of 
Roanoke, Virginia, are 
noted for living up to 

their name wherever sold. Old Domin- 
ion demands the best in ingredients, 
formulas and equipment. 


That's why they use Dubin Caramel 
Cutters. For here indeed is a machine 
that is safe, simple to operate, easy to 
clean—that gives a perfect cut. 

) 


Dubin Caramel Cutters have a one- 
piece cutter that’s quickly removed 
for cleaning or changing the cut size. 


2500 SOUTH SAN PEDRO STREET 
BOSTON — George E. Lippman, 131 State St. 
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There are no dangerous knives to 
watch. Twenty circular blades make 
20 cuts at one time, accelerating oper- 
ation. There’s no waste of expensive 
material, no messy “chewed’’ edges to 
spoil an otherwise excellent confection. 


Investigate today this quiet, safe cara- 
mel cutter. We'll gladlysend ourcatalog 
upon request and without obligation. 


WRITE TODAY 
FOR DETAILS 








CORPORATION 


LOS ANGELES 11, CALIFORNIA 
NEW YORK — Rete Bag Machine Corp., 310 E. 220d St. 
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duce carry-over with the steam and the resultant erosion 
and deposits in steam-using equipment. 

As all waters contain silica, often in a quantity that 
would bring about a prohibitive concentration of silica 
in the boiler, much attention is now being directed to its 
reduction, states Mr. Dresher. Silica, even in low con- 
centration, is likely to volatize, be carried over with the 
steam, and solidify on turbine blades, causing less of 
capacity and efficiency. Even “good waters” may contain 
a silica concentration of approximately 5 ppm., and, if a 
plant is designed on the basis of 5 per cent or 10 percent 
blowdown, the concentration of the silica in the boiler 
will be 20 or 10 times concentrating to an extent of 100 
ppm. or 50 ppm. Removal of silica in the hot process 
softener is accomplished by coagulation and precipita- 
tion by using magnesium ‘salts, either initially present 
as hardness in the raw water or added for the specific 
purpose. Recirculation of the precipitated sludge from 
the accumulation in the sludge cone makes economical 
use of the reagents. 


Two-Stage Softeners 


With two-stage softeners, silica can be reduced by the 
lime and soda reactions if the initial hardness contains 
an appreciable quantity of magnesium salts. Otherwise 
magnesium is added by the substitution of dolomitic 
lime for lime, the former having a*sufficient magnesium 
oxide content to serve the purpose of absorbing silica. 

To make this magnesium oxide content more effective, 
sludge is recirculated from the sludge cone to the top of 
the sedimentation tank and, in all such cases, equipment 
is designed to reduce the silica to the order of 0.5 to 1 
ppm. In addition to recirculation of sludge, the sedi- 
mentation tanks are equipped with a mechanically oper- 
ated stirring mechanism, which causes rapid growth of the 
floc and more effective sedimentation to provide a water 
of unusual clarity for the second stage, thus avoiding 
an intermediate step in filtration. 

Although it is very common for low pressure boilers to 
operate with boiler alkalinities of 300 to 1,000 ppm.., 
the alkalinities permitted in high pressure steam gener- 
ators are ordinarily limited to 150 ppm. or even less, cau- 
tions Mr. Dresher. This concentration is desirable, he 
says, because low alkalinities produce a sufficiently high 
pH value to protect the boilers against corrosion. Any 
increase in alkalinity over that necessary to prevent cor- 
rosion simply adds to the total solids, increases the blow- 
down schedule, and is likely to increase the carryover 
tendencies of the boiler concentrate. 


Types of Equipment 


A number of general types of equipment are available 
to meet these objectives. When properly selected and 
coordinated, they will produce a satisfactory water sup- 
ply and may even approach distilled water under some 
conditions. All of the required chemical properties of a 
boiler feed-water should be obtained with minimum in- 
vestment in equipment and cost of chemical treatment, 
including supervision of operation, adds Mr. Dresher. 

Precipitation type equipment is particularly advan- 
tageous where large quantities of dirty water are avail- 
able for boiler feed, explains Mr. Kemmer; as the hot 
process sedimentation tank not only provides for soften- 
ing by precipitation, but also for coagulation of the sus- 
pended matter without the addition of coagulants ordi- 
narily necessary in clarifying plants. The precipitation 
of the hardness itself is sufficient to coagulate the sus- 
pended matter in most water supplies. 
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GET YOUR 
TEMPER 


RIGHT 
and heefe tt! 











WITH BROWN CONTROL 


Here’s the new, modern way to temper your chocolate 

. . and save batches, time, money! You can get rid of 
burns and temperature variations! The right tempera- 
ture for the right time is easy and automatic . . . with 
the temperature element actually rotating with the 


kettle blade. 
This frees your skilled operators for other duties! 


The ElectroniK system is easy to install on your present 
equipment and is inexpensive . . . is now controlling 


temper for progressive candy makers! 


Send for your copy of Instrumentation Data Sheet 
3.3-2 . . . for detailed information! 


MINNEAPOLIS-HONEYWELL REGULATOR CO. 
BROWN INSTRUMENTS DIVISION 
4495 Wayne Ave., Philadelphia 44, Pa. 
Offices in principal cities of the United States, Canada and throughout the world 


FOR THE FOOD INDUSTRY 


Hlonevwell 
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Liquid Meter 


Batches may be made semi-automatic with this type 
of meter, which shuts off the flow of liquid sugars, corn 
syrups, water, etc. into kettles and mixers at the de- 
sired amount. One meter can serve a battery of kettles 
with a valve and header hook-up, although it will save 
more time to have additional meters for each kettle. 
Measures are made by volume or in terms of weight, 
and totals are recorded by them. They are considered 
useful in taking the guess-work out of inventories. 


Code M1K49. 
Revolving Pan 


A new type revolving pan contains silent V-belt drive, 
machined gears, and an adjustable motor base to take 
up the slack in the drive. Top production with every 
load is claimed. Pan is 38” in diameter with a 24” 
opening, and is 30” deep. It is made of spun copper 





with a fabricated steel base and is of ultra-modern de- 
sign. The machine is said to be constructed after long 
research with candy manufacturers, incorporating many 
new features. Code M1L49. 
Pump Bars 

Precision-made, high-quality bronze pump bars are 
offered by this equipment company as “accurate” and 
“non-clogging.” The bars have no grooves or washers 
and are therefore easier to keep clean and sanitary. 
Pistons are of stainless steel. Free flow of material 


directly into the pumps is assured with separate inlet and 
outlet valves. Code M1M49. 


Conveyor System 


Bulk dry-granular or pulverized materials are piped 
with low volume air through this system from hopper- 
bottom cars or tank trucks to storage to production. 
It is said to be especially sanitary and economical; as 
there is no dust created, pipes do not encrust, and low- 
volume air is utilized. Maintenance cost is low with 
no moving parts to keep in working condition. Code 


M1N49. 
Power Sweeper 


This machine is specially designed for high speed 
cleaning with a revolving brush and vacuum dust 
control. It drives like a car, makes sharp turns, and 
enables a man to cover as much as an acre an hour, 
according to the manufacturer. The unit has a 6 hp 
air-cooled gasoline engine and is self-starting. Heavy 
dirt and waste material are thrown forward into a 9 
cu. ft. removable hopper, and, at the same time, lighter 
dust is sucked up into a double-envelope fabric bag. 


Code M1A49. 
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LATINI 


continuous DIE POP 


MACHINE 


HIGH SPEED PRODUCTION 
CONTROLLED WT. & SIZE OF POPS 
INTERCHANGEABLE DIES 
GUARANTEED PERFORMANCE 
ECONOMICAL OPERATION 


REPRESENTATIVE 


JOHN SHEFFMAN—152 W. 42nd St., N.Y.C. 








2035-39 W. Grand Ave. 


CHOCOLATE SPRAYING CO. 


CHICAGO 12, ILLINOIS 
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Our Customers Have Made This 
THE Fondant Machine in The Industry 


In three short years THE INSTANT AND CONTINUOUS FONDANT MACHINE has 
reached the TOP position in fondant making equipment. America's finest candy men 
were quick to see the tremendous advantages of this fine fondant machine. It has not 


only been accepted by the finest fondant makers everywhere, but has also been ac- 
cepted by the Board of Health of New York City. 


Men who have spent many years in the candy business and with all types of fondant 
equipment agree that this is the ONE machine that has truly revolutionized and sim- 
plified fondant making. This is why they place THE INSTANT AND CONTINUOUS 
FONDANT MACHINE in the number one position today. 


We are proud of the recognition accorded our machine by this great industry and we 
will continue to bring you only the finest fondant machine possible. To help solve your 
fondant problems tomorrow, order your INSTANT AND CONTINUOUS FONDANT 
MACHINE today! Write direct. 


Junior model for medium production 
Standard model for volume production 


Confection Machine Sales Co. 


30 NORTH LA SALLE STREET CHICAGO, ILLINOIS ANdover 3-3204 








THIS EASY DESCALING METHOD 
@saves your time 
@saves your money 
@ saves your equipment 


OU KNOW without being told that scale 

build-up in water-circulating units invites 
costly trouble. But it’s the kind of trouble you 
can easily sidestep with Oakite Compound No. 
32 the acid-type descalant that removes scale by 
circulation method. 


This fast, scale-softening compound removes 
hampering scale . . . while special, built-in in- 
hibitor protects the metal from harmful acid 
action. For helpful facts about descaling water- 
circulating equipment, just get in touch with 
the Oakite Technical Service Representative in 
your neighborhood. He’ll gladly help you get 
started. Or write for free booklet F-7202 of 
facts about easy, economical Oakite descaling. 
No obligation, either way. 


OAKITE PRODUCTS, INC., 36C Thames SI.. NEW YORK 6,6. Y. 
Technical Service Representatives in Principal Cities of U.S. & Canada 


MATERIALS 
METHODS 
SERVICE 


Specialized Industrial Cleaning 








Buffer Gasket for Pipe Couplings 


A new gasket has been developed that features a 
special bufter ridge projecting inwardly from a solid 
wall for couplings of glass or porcelain lined pipe. The 
ridge serves to prevent a drop-off at this point, and 
cushions the pipe ends from shock or grinding against 
eaeh other. A smooth flow throughout the pipe system 
is said to be guaranteed by use of the gasket; through 
the ridge’s providing a tight seal and a complete lining. 


Code M1B49. 


Electric Insect-Killing Device 


A thermostatically controlled electric-vaporizer, which 
carries a cup of synthetic insecticide in a bakelite in- 
sulated heater at the end of a wall bracket, is now 
being marketed. It is said to afford positive protection 
against flies, moths, mosquitoes, gnats, and similar in- 
sects. The device is odorless, stainless, noiseless, re- 
quires no labor to operate and is claimed to be harmless 
to humans, animals, and foodstuffs, and stainless on 
mirrors, walls, ete. Code M1C49. 


Single Control Valve 


Separate control of backwash, regenerant feed, rinse, 
and service, permitting sufficient flexibility in order 
that separate flow rates may be assigned to each 
operation, unaffected by the requirements for other 
phases of operation, is obtained by this new single 
control valve. Operation of the hydromatic valve has 
been simplified so that it is reported ideally suited to 
manual or automatic control. It is available for con- 








The Automatic 
Hard Candy Machixue 
Model E 


For producing spherical and seam- 
less shape hard candy 


Balls 
Kisses 
Barrels 
Olives 


There are over 100 different shapes. 
For clear or pulled goods. 

For hard candies that are free of 
fins and sharp or abrasive edges. 
It makes hard candies that are 
smooth and easy on the mouth. 
One operator spins directly to the 
machine. 

Capacity 3,000 to 10,000 pounds. 


Our Model E incorporates all the 
developments of previous experience 


There is no Substitute 
for Experience 


John Werner & Sons, Inc. 


713-729 Lake Ave. 
ROCHESTER 13. N. Y. 
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Jod-107 CROSBY antl a A LY. 


OTHER NATIONAL PRODUCTS 


Enrobers, 24, 34 , 42, 48 —Automatic Feeders—Bottomers— 
Coolers and Packers—Automatic Cherry Droppers—Hydro-Seal 
Pump Bars—Continuous Cookers—Continuous Cream Coolers— 
Pip . ‘ei 
Chocolate Mixing Kettles. Write for complete catalog. 
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Voorhees Molds- 


The Modern Method of Casting Candy! 


Voorhees Molds simplify 
operations, save time 
and stop waste! 






Made of the purest live rub- 
ber these molds are odorless 
and insure freedom from 
dust. They control moisture, 
and yield a better finished 
product. 


Voorhees Molds are manu- 
factured in all standard pat- 
terns or your own patterns 
and brand markings will be 
made to your order. 


Ask Your Jobber or Write 
for Catalog "M2" 


VOORHEES 


RUBBER MFG. CO., Inc. 
151 East 50th St. 
New York 22, N. Y. 

















trol of all types of ion exchange systems and pressure 


filters. Code M1D49. 


Dipping Table 


A new model chocolate dipping table is being shown 
by a food equipment manufacturer. The model is well- 
constructed and has a stainless steel top and enameled 
pipe legs. It comes in three different sizes, and is 
furnished with a 10-quart electric chocolate warmer 
equipped with a three-heat switch and dipping marbles. 
Code M1649. 


Anti-Sticking Agent for Kettles 


Now being produced in quantity, a beeswax com- 
pound is reported to prevent hard candy from sticking 
to kettles. It eliminates time and trouble involved in 
using a paddle to remove excess candy sticking to the 
inner surface of the kettle after cooking. Economy is 
stressed by the compound manufacturer; as only a 
thin film of the wax is used with each batch. The wax 
is harmless, tasteless, and odorless, the manufacturer 


states. Code M1E49. 
Conveying and Cooling System 


A tiered system of conveying trays, in order to use 
up as much time as is necessary for the production line 
or for cooling, is available. Products are carried back 
and forth, up and down, or any way desired in a 
smooth, non-jarring manner on the same plane. Roller 
chains are used to conduct the trays. Code M1049. 


Tablet Machine 


Uniform density, perfect texture, and profitable 
operation are promised by the makers of a tablet ma- 















Write or wire for 
further details. 


HARRY L. FRIEND 


c o m any 


51 INDIA STREET 
BOSTON, MASSACHUSETTS 





minute by the clock 
and The FRIEND 


Liquid Denesitor 


DROPS OVER 576 
MINT OR SUGAR 
WAFERS 


¥ Check these features for fast, economical production: 


® Continuous operation; automatically 


refilled. 

® Deposits any liquid material, regard- 
less of temperature. 

® Jacket thermostatically controlled to 
fondant heat. 

® Saves huge table and floor space. 

®@ \|nexperienced operator makes perfect 
deposit with ‘volume-meter’ valves. 

® Deposit on stacktable trays with or 
without your name embossed. 

® Simple to- operate and amazingly easy 
to clean. 

® The usual fine “Friend” workmanship 
and beauty of design. 
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can serve you even better! 


The extra space we have available in our brand new home, which you see above, means 
expanded manufacturing and warehousing facilities . . . and that means that VOSS 
service, always one of the best and most valued features of the VOSS line, will be even 

better from now on! 








Not only will we be able to increase the extra-large stock of styles, sizes and types of 
Belting which we keep on hand for immediate delivery . . . but we can devote a lot 
more space to the manufacturing processes by which we produce the numerous innova- 
tions in Belting which VOSS has developed to fit the needs of the confectionery and 

baking specialties which have been found so useful and inexpensive in many types of 
industry. 











It’s really an exceptionally nice plant, if we do say so ourselves, and you are cordially 
invited to come up and see us there. We’ll be proud to show it off. And you can look 
for even more of the ingenious, practical Belting ideas for which VOSS has built a 
reputation during our 14 years of serving plants in all kinds of lines and of all sizes, 
now that we have a bit more room in which to function! 














Don’t forget—whatever your 


Belting needs, VOSS can serve , . ' 
a Ti CASS Woe 


PLASTIC 


COOLING TUNNEL BELT | 


puts glossy, mirror-like bottoms on cookies—no cracking, 
no peeling—longer Belt life—will not wrinkle—easier 
to splice—no waiting for cement to dry—more sanitaty 
—quick-cleaning plastic top—it's the Belt you've wanted! 
































NORTH RAVENSWOOD AVENUE 
CHICAGO 26, ILLINOIS 
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chine designed to give controlled pressure in forming 
the tablets. Unusual gloss is said to be given the tablets 
| formed by this machine with its strong construction and 


carefully controlled pressures. Attaining cleanliness is 
* * said to be easy through the facility in reaching parts, 
Mint Puff Machine the construction of hoppers in stainless steel, and the 
ppe 
chrome-plating of handwheels and tablet chutes. Code 
M1H49. 


Cylinder Type Disk Filter 


A cylinder type disk filter is designed so that when 
the filter is set up with filter medium, the closing mech- 
anism affects a positive seal between the filter medium 
and the inlet and outlet channels; thereby eliminating the 
danger of bypassing unfiltered liquid. To avoid waste 
of liquid, this model is built in order that excess ma- 
terial can be drained through a drain cock before the 
cylinder is opened. Only a few minutes time is needed 
to clean or reload the entire filtering section; as the 
section is exposed completely with the simple removal 


of the head and cylinder. Code M1F49. 
Cream Beater 


Diagonal baffle plates aid beaters in assimilating. 
aerating, and whitening fondant in this cream beater. 





his is the very latest in design and improvements in a 


machine for making "Mints." "Mint Puffs,” "Mellow The maker claims the beater will handle fondant with 
Mints," etc. It has 3 sets of rollers; sizing (adjustable), corn syrup better and faster, and will obtain the de- 
groving and cutting. Capacity 8 to 10 thousand lbs. per sired result at its maximum. Code M1/49. 
day dependent on size of piece. Can be made with Water 
cooled rolls. We also build a 5000 Ib. a day model. Chocolate Melter 
Write Dept. AH Smooth chocolate of stable quality is promised through 
THOS. MILLS & BROS., INC. the use of this chocolate melter and mixer with uni- 
1301-15 NO. 8TH ST.. PHILADELPHIA 22. PA formly controlled temperature. An insulated water 








jacket, thermostatic control, and scrapers which keep 
the center post, outer walls, and bottom clean as they 


wane’ 








A marine engine is a hard-working piece of machinery 
at any time. But only under the maximum stress of 
top speed can its real stamina be appraised. 


Under the extra load of peak production schedules 
LEHMANN Mills have demonstrated, over and over, 
their ability to function efficiently and without strain. 
The rugged construction 
of these precision ma- 
chines, their high produc- 
tion capacity and the 
top-quality batches they 
deliver have made them 
a host of friends. When 
planning future equip- 
ment, it will pay you to 
specify LEHMANN Mills. 


J.M. LEHMANN COMPANY, 2 ade see a 





THE STANDARD FOR QUALITY 
IN MACHINERY 
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12 Hard CANDY COOKING Tests 


And Report of Findings from a Prominent Institute of Technology 


The following claims were 
tested and substantiated: 


Hard Candy made in the Simplex Vacuum Cooker is highly lustrous, drier, 
whiter than open fire production: keeps lustre longer, has more satiny tex- 
ture and finish. 


Because moisture is drawn by vacuum process stickiness from dampness is 
reduced. 


Simplex production has less inversion than open fire production. 


When a batch of candy is cooked in a Simplex with vacuum applied, it is 
immediately ready to be used on pullers, whereas open fire production 
must be cooled on a slab and time is lost in handling and waiting for pro- 
duction to cool. Less man power is required on slabs. 


aWDH 


Fewer slabs are required where a Simplex Vacuum Cooker is used. No 
greasing of slabs necessary. 


The Simplex Vacuum Cooker cooks at 270 degrees, whereas open fire 
candy is cooked at 315 or 325 degrees, therefore a Simplex uses less fuel. 


Production made on Simplex from a formula of 70% sugar and 30% corn 
syrup is equal to and better than open fire candy made of 80% sugar and 
20% corn syrup, therefore the cost of raw material is less. 











Candy cooked in a Simplex requires less flavoring and less coloring than 
open fire candy. 


The Simplex Type D3 
Steam Vacuum Cooker 


With a Simplex it is possible to salvage more scrap than by open fire. 


Candy cooked in tne Simplex spins smoother and does not get lumpy like 
open fire candy production. 


oo ONG UI 


1 1 Simplex Cooker increases production without required additional help. 
1 2. Simplex Cookers assure less shrinkage. 


Simplex Vacuum Cooker cooks perfectly all pure sugar or all corn 
syrup or any combination of the two. 


Also for Caramels, Taffies, After Dinner Mints as well as cooking and 
cooling Cream Fondant. Write for particulars. 









to VACUUM 
and RACINE 


for your needs in MODERN CANDY MACHINES 









MANUFACTURERS OF “SIMPLEX” MANUFACTURERS OF “RACINE” 

















© Vecuum Hord Condy Cookers Steom ©@ Stendord Automatic Sucker Mechines 
ond Ges © Super-Duplex Avtometic Sucker Moci. *> 
© Vecuwm Fondant Cookers end Coolers, @ The Punch ond Die Sucker Mochine 
Steom and Gos 








@ Sucker, Cutting end Drop Rolls 





@ Steam Jocketed Kettles, Copper or : 
Steinless Steel, with or without Agitetors © Cream Depesitors 

> @ Checolete Depositors for Stors, Kisses, 

© Cooling Siebs Buds, Bits, Bors, etc 

@ Batch Rollers @ Snow Plow Cream SBeoters 


@ Continvews Plastic Mechines © Coreme! Cutters 
Vacuum Candy Machinery Company 
and Racine Confectioners’ Machinery Co. 

The Simplex Type G3 15 PARK ROW NEW YORK 7, N.Y. 
Gas Vacuum Cooker FACTORIES: Herrison, N. J, Racine, Wis. 
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Complies fully with all pro- 
visions of the PURE FOOD ACT 


HAIR GUARDS 


These nationally famous KORONET Hair Guards allow natural, sanitary air 
circulation, keep hair from getting into products during handling. They are 
neat, decorative, comfortable, light in weight. They are snug-fitting, adjust- 
able to any headsize and hair style. The webbed net is constructed for long, 
durable service; the glossy non-inflammable plastic shield is cleaned by 
merely wiping with a damp cloth—no starching or ironing. 


ADVERTISING SEND FOR FREE SAMPLE 
VALUE 


Any name, trademark 
er slogan can be im- 
printed on the shield 
in color. 


literature and prices 












USED BY LEADERS 
IN THE INDUSTRY 


© Peter Paul, Inc. © E. J. Brach 
& Sons ¢ Leaf Gum ¢ Howard 
Johnson Co. © Henry Hilde 
Inc. © Thom. D. Richardson's 
Co. ¢ Wilbur-Suchard Choco- 
late Co. © Cracker Jack « 
Russell McPhail Corp. « Chase 
Candy Co. ¢ Many others 





mix, are features of the machine. This helps to give an 
evenness to the chocolate mixing to insure smoothness 
of the coatings. The melters come in four sizes with 
a capacity range of 125 to 1,200 pounds. Code M149. 


Code Dater 


Proper stock rotation is made easy with this auto- 
matic code-dater. Any type of package may be marked 
with an identification mark of the manufacturer’s 
choice. Marking may be made on any side of the 
package wished, and any shape of carton, bottle, or 
bag can be stamped. The manufacturer of the machine 
gives an unconditional guarantee with each unit. Code 


M1P49. 


Automatic Carton Feeder 


A new’ automatic carton feeder, to be used with or with- 
out a filler, provides a higher productive capacity for 
filling dry and semi-dry products isto cartons, cans, jars. 
and other rigid containers.. A normal filling speed can 
be increased as much as 100 per cent in some cases by 
using the feeder according to the makers. Costs are cut 
down by the need of only one employe to operate both 
the filler and feeder, it is stated. Code M10C48. 


Water Demineralizer 


Designed to deliver the low-cost chemical equiva- 
lent of distilled water by means of ion exchange and 
without heat, this two-bed water demineralizer is for 
users requiring approximately 60 gallons per hour of 
water containing 5 fo 20 parts per million of dissolved 
ionized solids. Where water of higher quality is required, 








ing the Fondant. 


713-729 Lake Avenue 








Inside view 50” Snow Flake Cream Beater, with baffles, open top and water jacket. 


The Snow Flake Cream Beater is a MUST 


The Beaters running between diagonal baffle plates assimilate all ingredients, aerating and whiten- 


Years of experience have proved and verified our claim that the Snow Flake Cream Beater is engi- 
neered to handle fondant with corn syrup better and faster, with the desired result at its maximum. 


Make your next installation a Peerless Syrup Cooler and Snow Flake Cream Beater. 


JOHN WERNER & SONS, INC. 


WHEN- 


your formula in- 


cludes corn syrup— 


For smooth, white 
fondant that is 


uniformly tender— 


Rochester 13, N. Y. 
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Continuous 


Fondant Machine 


/'HOHBERGER 


@ Cooks, cools and creams 
fondant in one continuous 
operation. 





@ Takes only two minutes 
time from 225° F. syrup to 
finished cream. Capacity 
up to 2000 pounds per hour. 


@ Fully automatic if sugar 
and syrup are mechanical- 
ly handled. Requires less 
than half ao man’s time. No 
special training needed to 
operate this equipment. 
Can be electronically con- 
trolled. Hohberger Continuous Fondant Machine 


We also manufacture continuous, automatic ball 
and starlight candy forming machines, continuous 
hard candy cookers, pure sugar cookers, continu- 
ous hard candy cutters, continuous cut rock cutters, 
and also production conveyors. 








Sole representative 


John Sheffman 


152 West 42nd Street 
| New York 18, N. Y. 
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— Stehling’s 
New Chocolate Mixers 


Now Offers improved machines with 
13,000 and 20,000 Ib. capacities. 

10 H.P. Chocolate Coating Mixer 

25 H.P. Paste Mixer 


Speed--- it replaces mixing kettles of only 2,000 lbs. 


capacity with a single unit of 13,000 or 20,000 lbs. capacity. 


Per “<= it works out the coating—re- 
duces the viscosity of the materials-—stabilizes this viscosity 
with great speed—SPEED that saves time and cost. 


Storage Capacity--- it provides steam- 


jacketed storage facilities, keeping the coating in liquid 
state until ready to be used. 


WRITE FOR FULL DETAILS 





Factory Representative 


Mr. R. S. Hislop, 1517 Grange Ave., Racine, Wis. 


CHAS. H. STEHLING CO. 


1303 N. 4th St. Milwaukee 12, Wis. 

















Circle Code Numbers and Mail Coupon for Literature 
on Any item Discussed in This Section to The 
Manufacturing Confectioner, 400 W. Madison St., 
Chicago 4, Ill. 
M7B48 M7G48 M7H48 M10C48 M10D48 
MIO0E48 MIQF48 M10G48 MIA49 M1B49 
M1IC49 M1D49 MIE49 MIF49 M1G49 
MIH49 M1149 MIJ49 MIK49 MIL49 
MIM49 MIN49 M1049 MIP49 


Name 

Firm 

Address ‘BY. Hee AD 
City Zone State 











or where the raw water available is relatively high in 
total solids, the four-bed model is recommended by the 
manufacturers. Code M10E48. 


Protective Masks 


A plastic shield, held in position by an adjustable 
elastic head band, and laminated filters of extra thickness 
make up the new type of protective masks now on the 
market. The masks, which weigh less than 1 ounce, are 
said to be cool and comfortable.. They protect throat, 
nose, and bronchial tubes from larger particles of non- 
toxic dusts that irritate these membranes, causing dis- 
comfort and increased susceptibility to infection. Code 


M10F48. 
Lamp & Fan Combination 


A multi-purpose floor lamp gives indirect lighting com- 
bined with air cooling and circulation. Mainly suitable for 
office and home, the lamp’s shade acts as a funnel; as cool 
air is brought up from the floor by a 500 cubic foot 
per minute draftless fan, keeping a constant circula- 
tion within the room. Circle Code M7G48. 


Floor Machine 


One of the oldest makers of floor maintenance prod- 
ucts announces the distribution of its new electric 
floor machine. It represents the most timely and up- 
to-date findings by engineering research laboratories 
in the field. The specially-designed motor is built into 
the.actual part of the floor machine rather than being 
a separate unit. Circle Code M7H48. 


@ Harry L. Friend Co.: Appointment of James P. 
Gray, Los Angeles, as West Coast representative 
is announced. Mr. Gray has an extensive back- 
ground and operative knowledge in the candy manu- 
facturing field. 


®@ Consolidated Products Co, Inc.: All the ma- 
chinery and equipment in the coated fabrics division 
of the recently closed Zapon plant, Stamford, Conn., 
of the Atlas Powder Co. has been purchased by the 
Consolidated Products Co., Inc. 


@® The Brown Instrument Company: A new 31- 
page catalog is being distributed by the firm. The 
brochure includes many schematic diagrams, photo- 
graphs, and dimensional drawings to illustrate the 
constructional features and operating principles of 
the instruments presented. A copy may be obtained 
by writing to the company at Wayne & Roberts 
Aves., Philadelphia 44, Pa. 











STYLE NO. | 
AVAILABLE IN ALL SIZES 


"Seamless" 


Copper Candy Kettles 


We specialize in the manufacture 
and repair of all types of copper 
steam jacket and open fire kettles. 


A. Berry Coprer Works 


Master Coppersmiths 
217 W. Broadway, New York 13, N. Y. 


Telephone: CAnal 6-4427 
ESTABLISHED 1907 
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GAEISION COATING control! 

























ror BETTER coatine 
SMOOTHER! ot A Lower Cost! 


- aa 
streamlined 
COATER 


YOU will increase your production and pro- 
duce better chocolates with the divided tank, 
tempering column and automatic temperature 
control of the Greer Coater. With this machine, 
you can control viscosity of the chocolate easily, 
reliably, and with greater accuracy than you can 
with any other coater on the market. In addition, 
a high pressure fan and precision machined shaker 
removes surplus chocolate efficiently . .. to reduce 
your manufacturing cost. A special Part Covering 
Attachment makes it possible to change to a com- 
pletely different line of goods in a few minutes. 
CONSUMERS prefer the glossier, more 
delicious appearance, and uniform qual- 
ity produced by this Greer machine. 
The Greer Coater likewise satisfies the 
increasing demand for modern sanitary 
manufacturing. 

Wire your order now, to be sure of getting a 
new Greer Coater in time for fall production. 
Or write for folder giving detailed informa- 


tion. J. W. Greer Company, 130 Windsor 
Street, Cambridge 39, Mass. 


CREE? 


COATER 


MANUFACTURERS OF CONTINUOUS PRODUCTION MACHINERY 
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A Prortt-Payinc INVESTMENT... 
THE SAVAGE CONTINUOUS CANDY CUTTER 


(Brach Patent) 









THE FIRST 


Floor Space, COST is THE 
1” a LAST COST 
Shipping 
Weight 


1,700 Ibs. No additional chains to make 


different shapes--changes from 
one style to another instantly. 


Without any adjustment or change the Savage 
Continuous Candy Cutter will cut any Pillow 
shaped goods, Chips, Straws or Waffles— 
either hard or soft centers—and cuts any 
width or thickness from the thinnest straws 
to % inch, and from % to 114 inches in length. 


1. BABY KISSES—any small piece %-inch 
long and up to %-inch wide—are cut on 
this series of knives. 


2. PILLOWS, CHIPS, STRAWS—3-inch 
long and % to 1% inches wide—are cut 


oe “ by this set of knives. 
“=... . bse ad 


_— . 3. STRAWS, CHIPS, PILLOWS—1” 
inches long and % to 1% inches wide— 
are cut on this series of knives. 


4. WAFFLES—%-inch long and up to %- 
inch in width—are cut and stamped with 
this series of knives. 


5. THE GUIDE— illustrated separately to 
the left, has two peculiarly shaped knurls 
which may be so turned and separated as 
to regulate the batch to any width from 

1g to 13% inches as desired. Adjustments 


THE GUIDE — the only 
part of the entire ma- + 


chine that is changed. 





are made by simple thumb screws. An 
experienced operator can feed the ma- 
chine without using the guide. 











High Speed--No Delays-- Perfect Cutting--No Waste-- 
Increased Output Reduces Cost 
(Also sold without conveyor—bench type) Since 1855 


SAVAGE BROS. CO. 


Over 93 Years Manufacturing Quality Food Equipment 
2638 GLADYS AVE. CHICAGO 12, ILL. 
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Holiday, Hard, and Selected Candies 


Candy Cane 


ANALYSIS: Cost 5 cents in a Chi- 
cago variety store; weighs approxi- 
mately 114 ounces. Appearance and 
size of cane are good. Wrapped in 
M.S.T. cellulose. Cane is good in 
stripes, shape, gloss, and texture. 
Can not identify flavor. 

REMARKS: A well made and good 
looking cane, but lacks flavor. 
Cheaply priced at 5 cents. Code 1/49. 


Assorted Filled Hard Candies 


ANALYSIS: Round jar container 
with a blue screw cap; silver seal 
printed in red and blue. Appearance 
of package is good. Colors, gloss, 
molding, shapes are good in the 
pieces; jackets are too thick. Weight 
is one pound; cost 59 cents in a 
Chicago department store. Centers 
and flavors are good. 

REMARKS: Cheaply priced at 59 
cents the pound. Best jar of filled 


hard candy examined during past 
year. Code 1/49. 





Filled Hard Candy Straws 


ANALYSIS: Purchased in a 5 & 10 
cent store for 59 cents the pound in 
Chicago. Container is an attractive 
looking jar with a vacuum cap. Jar 
is oval with a gold seal printed in 
red and blue. Candy is good in 
colors, gloss, spinning, and jackets. 
Chocolate paste centers are good. 
Appearance of jar is good. Size of 
pieces is good; no broken pieces. 
Flavors are good. 


REMARKS: Best jar of this type of 
hard candy we have examined re- 
cently. Very well made and good 


for January, 1949 


eating. Cheaply priced at 59 cents. 
Code 1E49, 


Cluster Pops 


ANALYSIS: One ounce purchased 
for 5 cents in a Chicago variety 
store. Appearance of package is 
good. Group includes 6 pops, cellu- 
losed wrapped, and over-all cellulose 
wrapper with a printed paper seal. 
Colors, gloss, texture are good; 
flavors are fair. 


REMARKS: Best hard candy cluster 
pops we have examined in some 


time. Well made, neat, and attrac- 
tive package. Should be a good 5 
cent seller. Code 1F49, 





Assorted Hard Candy Sour Balls 


ANALYSIS: Purchased for 40 cents 
in a Chicago grocery store. Weighs 
12 ounces. Container is a round, tall, 
jar with a red screw cap. Package 
size is good. Appearance of jar is 
good. Balls are good in colors, tex- 
ture, flavors, and shape; fair in 
gloss. 

REMARKS: Best jar of hard candy 
of this kind examined by us during 





Candy Clinic Schedule 
For The Year 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples six weeks 
previous to the month scheduled. 


JANUARY—Holiday Packages; Hard Candies 
FEBRUARY—Chewy Candies; Caramels: Brittles 
MARCH—One-Pound Boxes Assorted Chocolates up to $1.00. 
APRIL—$1.00 and up Chocolates; Solid Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 
JUNE—Marshmallows; Fudge 

JULY—Gums:; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods; 5c Numbers 
OCTOBER—Salted Nuts; 10c-15c-25c Packages 
NOVEMBER—Cordial Cherries: Panned Goods; Ic Pieces 


DECEMBER—Best Packages and Items of Each Type Con- 
sidered During Year: Special Packages, New Packages 
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Join the 
MARCH OF DIMES 












































WERTHY 


- RIBBONS ay 





Specialists 
in 
Tying Ribbons 
Satin and Novelty 
Effects 
"Where Quality 


Merchandise 
Costs No More" 

















Brokers... 


For new candy lines, list your | 
firm in the Confectionery Brokers’ | 
Section of THE MANUFACTUR- | 
ING CONFECTIONER and THE | 
CANDY BUYERS' DIRECTORY. 

Low rate is only $15 a year. 


THE MANUFACTURING | 
CONFECTIONER | 
400 W. Madison St., Chicago 6 


the past year. Cheaply priced at 
40 cents. Code 1H49. 





Stick Candy 


ANALYSIS: Appearance of package 
is good: M.S.T. cellulose wrapper 
with paper seal printed in red, 10 
sticks about 3 inches long. Good 
stripes, gloss, texture, and flavor in 
sticks. Weight is 2 ounces; priced 
at 5 cents; purchased in a Washing- 
ton, O. 5 & 10 cent store. 

REMARKS: Best 5 cent bundle of 
sticks the Clinic has examined in 
recent months. Code 1649, 





Assorted Mint Candies 


ANALYSIS: A one-pound box, sell- 
ing for 50 cents, and purchased in 
a Kansas City department store. 
Package appearance is good and ap- 
pearance on opening is good. Box is 
one-layer type, embossed white paper 
printed in green, sprays of mint 
leaves are imprinted in green, and 
has a cellulose wrapper. The mint 
flavor is very good and the assort- 
ment good. Gum _ drops, green 
French gums, green gum rings, green 
mint paste-marshmallow, and fruit- 
shaped crystallized creams are good. 
Crystal on gums and creams is very 
good. 

REMARKS: Very good workman- 
ship and quality of candies is very 
good. The retail outlet has surely 
made a mistake in the selling price 
of this box. It seems impossible for 
the manufacturer to put out a box 
of this kind to retail at 50 cents. 
Best box of this kind we have ex- 
amined this year: Code 7S48. 





Assorted Jelly Gums 


ANALYSIS: Package has good ap- 
pearance; one layer box, white em- 
bossed paper printed in green, red, 
and orange; bottom wrapped in 
cellulose. Appearance of box on 


opening is good. Gums are good in 
colors, texture, sanding, and flavors. 

REMARKS: The best jelly gums at 
this price we have examined this 
year. Very well made and in perfect 
condition. Code 10Q48. 





Butterscotch 


ANALYSIS: Eight pieces, wrapped in 
paper-backed foil, packaged in a 
folding box printed in plaid: red, 
green, and yellow. Overall wrap of 
cellulose. Appearance of package is 
good; color and texture of candy, 
good; taste is fair. Purchased for 
6 cents in a railroad depot at Cin- 
cinnati, O. Weighs 144 ounces. 

REMARKS: Best butterscotch piece 
of this kind we have examined this 


year. Code 11A48. 





Milk Chocolate Coated Nut Roll 


ANALYSIS: Wrapped in_ glassine, 
printed in dark brown, yellow, and 
red. Appearance, size, coating and 
color, texture, taste, and peanuts of 
center are all good. Weighs 1% 
ounces. Sold for 6 cents in a Chicago 
railroad station. 

REMARKS: Best bar of its kind ex- 
amined by the Clinic this year. Code 
11E48. 


Assorted Chocolates 


ANALYSIS: Sent in for analysis as 
No. 4604. One pound box, retail- 
ing for $1.50. Appearance of box 
is fair. Container is one-layer type 
in dark and light brown with white 
stripes and the name in light blocks 
of brown. Appearance of box on 
opening is fair. Pieces number 17 
dark, 12 light, 2 bon bons, 1 dark 
nonpareil top. Colors and _ strings 
of coatings are good; taste is fair; 


gloss, poor. Of the dark coated 
centers, mint cream, coconut cream, 
chips, nut cream, vanilla cream, 









* RELIABILITY * 


224 W.HURON ST. 
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TRUTASTE FLAVORS -+: Seusl Waturce Own 


Zestful, Tangy, Imitation CHERRY 
Full-Bodied, Rich, Imitation GRAPE 


Luscious, Imitation STRAWBERRY 
Tantalizing, Imitation RASPBERRY 


on © a 2 o> > oe St SLEE 


<—WOLFE 


/ 


CHICAGO 10, Ill. 
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vanilla nut cream, and chocolate 
cream are good; nut chew is fair; 
orange colored cream has very weak 
flavor; and unidentifiable flavor in 
dark and pink creams, Light coated 
pieces: Vanilla caramel, chocolate 
cream, brazils, nut cream and but- 
tercream are good; coconut paste, 
caramel-jelly are fair; green cream 
is fair, lacks flavor; bon bons are 
poor. Assortment is fair. 

REMARKS: Very cheap box for 
this priced candy. Pieces are too 
large, and there are too many creams 
in the assortment. Cream centers 
lack flavors. Bon bons are not good 
eating. Coatings are not up to stand- 
ard for this priced chocolates. Sug- 
gest a better box top, smaller pieces, 
less creams, discontinue the bon 
bons. Improve the over-all quality 
and improve the assortment by add- 
ing a few good hard candy pieces, 
nut centers, more nut meats, nut 
caramels, fudge, glace pineapple, 
cherries, and a good nut nougatine. 
A nut crunch would also be good. 
We have examined better boxes at 
$1 the pound. Code 1K49. 





Assorted Rocky Mountain Rocks 


ANALYSIS: Sold in bulk at 5 ounces 
for 40 cents. Appearance of pieces, 
colors, panning, finish, and centers 


are good. Purchased in Denver, 
Colo. 

REMARKS: A very well made rock 
and good eating. Suggest pieces be 
made smaller; slightly high priced 


for this type of candy. Code 1149. 


Assorted Jelly Squares 


ANALYsIS: Sent in for analysis as 
No. 4598. Sold in bulk. Colors, 
sugaring, texture, and appearance of 
jellies are good. 

REMARKS: A very well made jelly, 
and good eating. All pieces, how- 
ever, lack flavor. We understand 
these jellies and gums are made 
from wheat starch, and we can say 
that they are far superior to many 
we have examined which were made 


with corn starch. Code 1M49. 





Jordan Almonds 


ANALYSIS: One pound bag _pur- 
chased for 59 cents in a Chicago drug 
store: Package has good appear- 
ance: Cellulose bag printed in red, 
blue, and yellow; printed paper clip 
on top. Almonds are good in colors, 
panning, finish, flavors. Sugar coat- 
ing is too thick. Almonds are good. 

REMARKS: One of the best panned 
almonds we have examined during 
the past year. Workmanship is of 





CONFECTIONERS 
AND BAKERS 


STOVE 
List Price $69.00 


WRITE FOR 
INFORMATION 


DOMESTIC STOVE WORKS, INC 
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National concern tests Aromanilla against their top quality standard vanilla 
... then changes to Aromanilla at % the cost 
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Just last month, one of our persistent salesmen finally per- 
suaded a large national concern to test Aromanilla. 

“It won't stand a chance,” they said, “of being used in our 
top quality lines of baked goods, candy and ice cream. The 
standards we've set on those products require only the high- 
est quality ingredients. The mark-up we get on those goods 
enables us to afford them. 

“So we use only top grade vanilla beans and even use more 
than is necessary for each gallon of extract we make. 

“Nothing can beat that for quality.” 

Well, in a few days, the tests were completed and, believe 
us, you never in your life saw such surprise as that registered 
on the faces of their lab chief, production chief and Vice 


Aromanilla 


IMITATION VANILLA FLAVOR 
6 Varick Street New York City 13 
HELPING CUSTOMERS IMPROVE THE TASTE OF THEIR GOODS SINCE 1901 
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President. They couldn't detect any difference between Aro- 
manilla and their costly vanilla extract in any of their goods! 

As a result, they have standardized on Aromanilla at 4 
the cost. They expect to save at least $35,000 every year! 

Why not take a tip from a company that sells large vol- 
umes at better prices and test Aromanilla yourself. Test it 
against the finest extract your money can buy. Send for your 
guaranteed trial order on the handy coupon. If it doesn’t do 
all we say, just return the unused portion and we'll refund 
your money. 











pe eee 1 
| TRIAL OFFER: Sure I'll test Aromanilla under money-back agreement. | 
| Please place my trial order for: 
| ©1 pint concentrate (equals 2 gals. Standard flavor) $ 8.00 | 
C) 1 gal. concentrate (equals 16 gals. Standard flavor) $52.00 
NAME EET 
COMPANY. 
STREET — 
CITY. OSS Oe 














the best. Suggest all printing be put 
on the bag, and paper clip on top be 
left off; as it cheapens appearance of 
the package. Code 1W49. 





Chocolate Coated Vanilla 
Coconut Paste 


ANALYsIS: Appearance of bar is 
good; size is small-appearing. Glass- 
ine wrapper is printed in silver and 
blue. Coating, color, texture, and 
taste of bar are good. Weighs 1 
ounce. 

REMARKS: Best coconut paste piece 
examined by the Clinic this year. 
Well-made and good eating. Code 
11F 48. 





Walnut Nougat Bar 


ANALYSIS: Glassine wrapper, over- 
all print in red, white, and blue. 
Appearance and size of bar are good. 
Purchased for 6 cents in a Boston 
railroad station; weighs 114 ounces. 
Light coating, and color, texture, and 
taste of center are all good. Center 
is light nougat with walnuts and 
coconut. 

REMARKS: Best bar of this kind we 
have examined this year. Well made 
and good eating. Code 11K48. 


Salted Spanish Peanuts 


ANALYSIS: Glassine bag printed in 
red and blue contains 1 ounce, and 
sold for 6 cents in a Boston railroad 
station. Size and appearance of 
package are good. Roast, salting, tex- 
ture, and taste of peanuts are good. 

REMARKS: Best salted Spanish pea- 
nuts we have examined this year. 


Code 11L48. 


Assorted Gum Drops 


ANALYSIS: Sent in for analysis as 
No. 4599. Sold in bulk. Gums’ ap- 
pearance is good. Colors and tex- 
ture of gums are good; crystal is 
fair. 

REMARKS: Crystal is too thick; 
flavors are’ poor. The flavor in 
the red gum has a bad, medicated 
taste. Suggest flavors be checked 
and improved. Very fine and tender 
texture for a gum piece. Code 1N49. 





Hard Candy Pop on Stick 
ANALYSIS: Wrapped in wax paper 
printed in orange; overall print in 
white of children playing. Sold for 
1 cent in a Boston retail candy store; 
weighs 2/3 ounce. Size and appear- 


ance of package are good, Color, 

texture, flavor of pop are good. 
REMARKS: Best l-cent pop ex- 

amined in the Clinic during past 


year. Code 1A/49. 





Light Chocolate 


ANALYSIS: Molding is good. Color 
is too light; texture, too dry; taste, 
poor; and no gloss. Sent in for 
analysis from South America as 
No. 4602. 

REMARKS: A very cheap piece of 
chocolate. Lacks a chocolate taste 
and is not good eating. This type 
of chocolate would not sell in the 


U. S. A. Code 1B49, 





Dark Chocolate Cake 


ANALYSIS: No. 4600, as sent in for 
analysis from South America. Color, 
and molding are good; gloss, texture, 
and taste are fair. 

REMARKS: Not a good chocolate. 
Needs more refining and lacks choc- 
olate liquor. Code 1€49. 





Lemon Slices 


ANALYSIS: Appearance, color, sug- 
aring, and texture are good. No 





pick the candy that 
cost less to 


make better 





IT’S THE ONE WITH 


deat RAN: AA 


THE FINER, MORE NATURAL BUTTER FLAVOR 


Available in Three Forms: Creme, paste 
or powder. e Natural Butter Flavor: No 
bake or Cook out. e Consistent Uniform- 
ity: The last packet or cup of creme, or meas- 
ure of paste maintains the same flavor potency 
as the first. e Stays Fresh Without Refrig- 
eration. e Economical: Cost less than '/; 
of 1c per Ib of your finished goods * Always 
Guaranteed: All ways. 


EXTRIN FOODS, INC., 70 Barclay St., N.Y. 7, N.Y. 
EXTRIN FOODS OF CALIFORNIA, 5225 Wilshire Blvd., Los Angeles, Calif. 


It's a fact that the cost of Cultured Extrin 
AA in your finished products is less than '/, 
that of butter and no more than ordinary 
butter substitutes. Thousands of master bakers 
and confectioners throughout the world have 
discovered this, as well as a host of other 
advantages afforded in the use of Extrin AA. 
Some of these are: 
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Extrin Foods, Inc., 70 Barclay St., N.Y. 7, N.Y. 





CREME ROYALE 


Sample on request 
Specify type desired 
() CREME ROYALE ° 
C_) PASTE 

C-) POWDER 


POWDER 
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flavor in piece. Sent in for analysis 
as No. 4597. 

REMARKS: A well made slice but 
lacks flavor. We suggest a good 
oil of lemon to be used in slices. 


Code 1D49. 


Molasses Stick 


ANALYSIS: Purchased for 1 cent at 
a Boston newstand; weighs 4% ounce. 
Appearance and size of piece are 
good. Wrapper is wax paper printed 
in red and white. Stick is good in 
color, taste; has slightly tough tex- 
ture. 

REMARKS: Suggest texture be 
checked; as piece is very tough and 


hard ta chew. Code 1AB49. 


Orange Slices 
ANALYSIS: Sent in for analysis as 
No. 4601. Sold in bulk. Appearance 
of slices, and color, sugaring, tex- 

ture, and flavor are good. 
REMARKS: One of the best orange 
slices we have examined in some 
time. Well made and good eating. 
Best texture in a slice of this kind 
examined by the Clinic in some time. 


Code 1A49. 


Licorice Lozenges 


ANALYSIS: Purchased in a Chicago 
drug store for 5 cents; weight 144 
ounces. Package appearance is good: 
Folding cellulose window box, 
printed in purple and yellow. Loz- 
enges are good in colors, panning, 
finish. Licorice centers are good in 
color, texture, flavor. 

REMARKS: Best 5 cent licorice 
lozenges we have examined within 
the past year. Neat and attractive 
box. Code 1749. 





Panned Chocolate Pellets 


ANALYSIS: Sold in bulk; purchased 
in a Chicago department store; cost 
35 cents for 8 ounces. Appearance 
of pellets is good. Colors, panning, 
taste, finish of pellets are good. 
Centers are good in color, texture, 
taste. 

REMARKS: Best chocolate panned 
pellets examined by the Clinic dur- 
ing the past year. Code 1U49. 





Chocolate Covered Cherries 

ANALYSIS: Purchased in an Oak 
Park, Ill., drugstore for 79 cents the 
pound. Two-layer type package, full 
telescope; printed in red and white; 
imprint of cherries on top and sides; 
cellulose wrapper. Appearance of 
package is good; appearance on 
opening is fair. Pieces total 24. Dark 
coating is badly bloomed; has poor 


for January, 1949 


| 
| 


| 


For Dutch Process Cocoa 


Chocolate... 







THAW 
POTASSIUM 
CARBONATE 





You know the importance of 
uniform neutralization! For 
perfect neutralization every 
. specify SOLVAY 
Potassium Carbonate —there’s 


time .. 
nothing finer. 


SOLVAY SALES DIVISION 
ALLIED CHEMICAL & DYE CORPORATION 

40 Rector Street New York 6, N. Y., 

———-BRANCH SALES OFFICES: 


Boston * Charlowe * Chicago * Cincinnati 

Cleveland * Detroit * Houston * New Orleans 

New York * Philadelphia © Pittsburgh * St. Louis 
Syracuse 














e Feature Articles 
@ Candy Clinic 
@ Candy Packaging 


400 W. Madison — CHICAGO 6 


Subscribe to 


THE MANUFACTURING CONFECTIONER 
Only $3.00 per year—$5.00 for 2 years. 





@ Book Reviews 
And many other features 


@ Candy Equipment Preview 
@ Technical Literature Digest 
@ Manufacturing Retailer 
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; HELPFUL 
NEW BOOKS 


A COURSE IN 
CONFECTIONERY 


This helpful book, by Ernest J. 
Clyne, is printed in England. 
A limited number of copies is 
available from THE MANUFAC- 
TURING CONFECTIONER. Per 
Copy: $5. 


INDUSTRIAL 
WEIGHING 


This fact-filled book, by Doug- 
las M. Considine, gives helpful 
information on scales. It is 
divided into two parts: “Scale 
Design, Construction, and Op- 
eration,” and “Scales in the In- 
dustries.” Per copy: $10. 


FOOD PLANT 
SANITATION 


This authoritative book by 
Milton E. Parker, describes 
how to set up and maintain 
satisfactory sanitation within 
the food plant itself and eval- 
uates practical methods for 
every phase of food processing. 
Shows how to control con- 
tamination from pests, how to 
set up a program of sanitary 
practices. Price per copy: $6. 


Order from: 
Book Department 


THE MANUFACTURING 
CONFECTIONER 


400 W. Madison St. 
Chicago 6, Ill. 
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taste. Centers are good in cordial; 
poor in flavor; fair in cherry. 

REMARKS: Quality of cherries is 
not up to standard. Coating is poor 
and the flavor used in the centers is 
also poor. Code 14/49. 


Chocolate Covered Cherries 


ANALYSIS: Package appearance and 
box appearance on opening are 
good. Box is the one-layer type; 
white glazed paper, printed in red 
and green; imprint of cherries on 
left side of box; cellulose wrapper. 
Purchased for $1.35 the pound box 
in a Chicago department store. Box 
contains 30 pieces. Light coating 
is good in color, gloss; fair in taste; 
poor in strings. Centers are good in 
cordial, taste, cherry. 

REMARKS: Coating is not up to 
the standard used for this price 
chocolates. Code 1X49. 





Assorted Chocolates 


ANALYSIS: Retailing for $2.50, this 
one pound box was sent in for 
analysis as No. 4603. Appearance 
of package is good: One-layer type, 
extension top and bottom; gold em- 
bossed metalic paper; name em- 
bossed in black; cellulose wrapper. 
Box is fair in appearance on opening. 
Number of pieces: 15 dark, 13 milk 
chocolate, 11 dark shell, 2 foiled 
shell, 5 half-dipped almonds and 
sprills, 2 milk chocolate Jordan al- 
monds. Colors, gloss, strings, taste 
of coatings are good. Dark coated 
centers: Filbert cluster, chocolate 
nut paste, pecans, walnuts are good; 
cherry cream, chocolate nougat are 
fair; nut cream lacks flavor. Milk 
chocolate centers: Chocolate nut 
paste, walnuts, pecans, filbert clus- 
ters, milk chocolate, Jordan  al- 
monds, nut toffy, date, Brazil nut are 
good. Shell pieces: Caramel, coco- 
nut, nut cream are good; half-dipped 
almonds, fair; round piece is fer- 
mented; can not identify flavor in 
dark fruit and red cream. Assort- 
ment is fair. 

REMARKS: Box is neat and attrac- 
tive. Packing is too loose; suggest 
a divider that will take up more 
space and that is stronger. For this 
priced package, suggest a gold foil 
liner and a gold embossed mat. Box 
contains too many of the same 
creams. Creams are too stiff and 
lack enough flavor. Centers are too 
stiff and lack enough flavor. Cen- 
ters in shell pieces are not up to 
standard; lack flavor; some are fer- 
mented. Jordan almond milk choco- 
late is not a good eating piece. Same 
is true of the nut brittle. It is too 


hard and lacks enough nuts. Sug- 
gest assortment be larger, less 
creams, more nut meats, better jel- 
lies in the shell pieces. A few of the 
following pieces would improve the 
assortment: Well-made almond paste 
pieces, glace pineapple, glace or 
cordial cherries, etc. A good nut 
nougatine, a few good nut hard 
candy centers and nut caramels 
would help. We have examined bet- 
ter quality chocolates at $1.50 the 
pound. Code 1049, 


Chocolate Covered Cherries 


ANALYSIS: One-pound package has 
good appearance. Sold for 89 cents 
in a Boston chain drugstore. Two- 
layer type box, full telescope; white 
top, name in red oval on end; over- 
all imprint of cherry clusters in red 
and green; cellulose wrapper. Box 
appearance on opening is good. 
Pieces number 24. Dark coating 
has good color, gloss; fair strings, 
taste. Centers are fair in flavor, 
cherry; have very little cordial. 

REMARKS: Coating is not up to the 
standard used on this price choco- 
late. Suggest a good cherry flavor be 
used in the fondant to improve the 


flavor. Code 1AD49. 





Chocolate Covered 
Glace Cherries 


ANALYSIS: Purchased in a Chicago 
manufacturing-retailer candy shop. 
Cost $1.35 for one pound; sold in 
bulk; stock box used. Dark coating 
is good in color, gloss, strings, taste. 
Cherries are good in texture, taste. 

REMARKS: Best glace cherries we 
have examined within the past year. 
Code 1V49. 


Assorted Chocolates 


ANALYSIS: Retails for $1.60 the 
pound package. Sent in for analy- 
sis as No. 4595. Appearance of 
package is good: Two-layer type ex- 
tension top and bottom; white glace 
paper, name in brown; gold em- 
bossed dots overall; a Colonial scene 
and lady in oval in center, colors 
green and red: cellulose wrapper. 
Good appearance of box on opening. 
Number of pieces: 46 dark coated, 
5 milk chocolate, 2 foiled, 2 Jordan 
almonds. Coatings are good in colors. 
gloss; fair in taste, strings (too 
plain). Dark coated centers: Good 
in vanilla caramel, maple cream, 
chocolate caramel, vanilla fudge. 
raspberry cream, fudge-marshmal- 
low nougat, nut toffy, nut blossom. 
cashew nuts, twin almonds; fair in 
vanilla cream, lemon cream, choco- 
late cream, orange cream, pepper- 
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mint cream; unidentifiable flavor 
in cream and jelly; very hard toffy. 
Milk coated centers: Good in nut 
nougat, hard candy blossom; fair 
in peanut clusters, Jordan almonds 
(sugar coating too thick). Assort- 
ment has too many jellies. 

REMARKS: Box is neat appearing; 
packaging is good. Coatings are not 
up to the standard used on this price 
candy. Creams are also not up to 
standard. Some flavors need check- 
ing. Suggest a liner be used. 


Code 15849. 





Fruit and Nuts Assortment 


ANALYSIS: Appearance of package 
is good: Two layers, extension top 
and bottom; gold embossed foil 
paper; name in red; imprint of na- 
tive girl, basket of fruit on her head 
in colors of green, brown, gold, 
and red; cellulose wrapper. Box has 
fair appearance on opening. Pieces 
number 66; 2 Jordan almonds, 1 
foiled piece. Dark coatings are good 
in color, gloss, strings, taste. Cen- 
ters: Good in coconut paste, glace 
cherry, nut nougat, vanilla nut cara- 
mel, date paste, peanut cluster, raisin 
cluster, Brazils, nut chew, nut paste 
blossom, panned almond, fruit nou- 
gat, twin almonds, twin filberts, half- 


dipped Brazil; fair in Jordan al- 
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mond, vanilla caramel; cashew is 
not roasted enough; nut brittle is 
very hard; can not identify flavor 
of jelly. Sent in for analysis as No. 
4594. Retails at $1.75 the pound 
package. 

REMARKS: Box is neat and at- 
tractive, but packing is too loose. 
Suggest dividers on top and bottom 
to improve inside appearance. Nut 
caramel chews, etc., are good eat- 
ing if sufficient amount of nuts is 
used. These pieces contain very 
small pieces of nuts. Suggest flavor 
be chewed in the jelly. At the price 
of $1.75 the box, there are not 
enough nut meats or fruits. Peanut 
clusters do not belong in an assort- 
ment of this price. Suggest coatings 
on nut meats be a trifle sweeter; as 
a coating of this kind causes a bitter 
taste on most nut meats. Also, sug- 
gest use of a liner for the box. Code 
1R49. 


Assorted Chocolates 


ANALYSIS: Sent in for analysis as 
No. 4605. Two-pound box; sells re- 
tail at $3. Appearance of box on 
opening is fair; appearance of pack- 
age is fair. Box is two-layer type, full 
telescope, tied with green grass rib- 
bon, cellulose wrapper, brown em- 
bossed paper, name embossed in 
gold. Number of pieces: 35 dark, 


40 light, 1 butter crumb, 1 fudge 
pecan roll, 2 Jordan almonds, 1 
chocolate caramel. Coating colors 
are good; gloss, strings, taste are 
fair. Dark coated centers: Peanut 
clusters, nut caramel, vanilla butter- 
cream, vanilla nut cream, mint 
cream, maple cream-walnut top, pe- 
cans, Brazil, mint wafers are good; 
orange cream has good cream, poor 
flavor ;*vanilla chew is grained. Light 
coated centers: Vanilla nut caramel, 
vanilla caramel, brazils, nut chew, 
maple nut cream, vanilla cream, but- 
ter-cream-pecan top, vanilla caramel, 
almonds, pecans, peanut clusters are 
good; lemon cream has poor flavor. 
Jordan almonds, chocolate caramel, 
pecan roll are good. Buttercrunch 
is too hard. Assortment is fair. 
REMARKS: Box is not up to the 
standard used for this price candy. 
Very cheap divider used. A liner 
should be used. If sold out of state, 
considerable trouble can be ex- 
pected; as the ingredients are not 
printed on top of the box. Coatings 
are not up to the standard used on 
good $1.50 the pound chocolates. 
Peanut clusters do not belong in an 
assortment that sells at this price. 
Assortment contains too many 
creams. We have examined better 
boxes of chocolates at $1 and $1.25 


the pound. Code 1P49. 








A better tasting 


chocolate may 
improve public 
acceptance of 
your product. 


Let us assist you 


with that in mind. 











HOOTON CHOCOLATE CO. 


Fine Chocolate Since 1897 
NEW JERSEY 


NEWARK 7 
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FLAVORS 


Concentrated Imitation 


Chicago @ San Francisco @ 
Philadelphia @ St. Louis @ Toronto @ Winnipeg @ Wisconsin 


Grape 
Cherry 
Raspberry 
Strawberry 
Wild Cherry 





Pure Natural Citrus 


Lime 
Lemon 
Orange 


See Blue Book for Other George Lueders’ Products 
Established Since 1885 


GEORGE LUEDERS & CO. 


427 Washington S1. 








New York 13,-N. Y. 


Montreal @ Les Angeles 
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New Model DF-1 


Fastest-selling of 
all bar wrappers 





STAND-OUT 
ec WRAPS 


—at substantial savings! 


A smart, sales-inviting wrap has always been a “must” for candy 
bars. And in the face of today’s rising costs, a machine that turns 
out such a wrap at an actual saving offers a double advantage. 

Candy men everywhere agree that our new Model DF-1 is 
that machine! 

Wrapping at speeds of up to 140 bars per minute, the DF-1 
produces trim, uniformly-perfect wraps. An advanced-type 
electric eye locates all printed matter with unfailing accuracy. 


Roll-type Card Feed 


Using cardboard in economical roll form, the DF-1 cuts cards 
of a desired length, then scores two beads which run lengthwise 
on each. This beading makes 12-pt. or 14-pt. board as rigid as 
the more expensive 22-pt.—a saving which runs to four figures 
on the annual output of a single machine. Can also be adapted 
to form U-shaped trays from the same lightweight stock. 

An Auxiliary Bar Feed, which greatly accelerates feeding, 
can also be supplied, if desired. 


Consult our nearest office for information. 
. 


PACKAGE 


MACHINERY COMPANY 





SPRINGFIELD 7, MASSACHUSETTS 
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New Packages Reflect Buyer’s Market 


By CLYDE C. HALL an inviting picture. When the box is empty, it may be 


sed to hang on the wall of the youngster’s room. 
The Manufacturing Confectioner = . _— ‘ 8 


An interesting village of foil-on-board houses. stores, 


Wi A REINVIGORATED “buyer's market” again the and a fire house is also being introduced by Wilbur- 
spurring sales factor, new ideas in candy packaging Suchard. Chocolate Company. Three houses of different 
today loom more important than ever before. For design, a fire house, a candy store, a department store, 
the cost-conscious manufacturer, cellophane sleeves and a grocery store, and a drug store are included in the 
paste-on labels are helping convert standard packages eight-unit village. Each is filled with three ounces of 
into Yuletide and other holiday packages. Use of cello- foil-wrapped milk chocolate. For display purposes, the 


phane tubes for enhancing the appeal of Christmas canes 
also highlighted the Christmas candy counters. 


Distinctively novel among the Yuletide candy packages, 
however, is Blum’s new de luxe “Light Before Christmas” 
package. Accepting the challenge of Fred Levy, head of 
Blum’s, a plastic firm developed the “radically different 
packaging idea”: a candy box that has an illuminated 
Christmas tree. The lights appearing on the green felt 
appliqued tree, which is mounted on a 16-in. by 11-in. 
box, are powered by tiny hidden batteries. A flick of 
the finger lights the tree. The box is moss grey with red 
trim, contains 3 pounds of candy, and retails for $14.75. 


Colorful lithographed tins of all shapes and sizes for 
confectionery also helped herald the Christmas holiday 
season. Among the newer items in cans were butter- 
scotch patties packed in a canister lithographed with 
appetizing pictures of the patties on the top of the cover 
as well as around the body of the tin. The tins were re- 
ported “ideal for slipping into children’s stockings.” 
Other favorites included mixed nuts vacuum-packed in 
gaily colored, key-opening tins, and a 1-lb. plum pudding, 
pre-cut into six individual slices, each in a paper cup. 


Appealing especially to children, Howe Products, Inc., 
recently introduced colorful animal packages of rigid 
transparent acetate. The printing design leaves the animal 
transparent. so that the candy shows through to form 





CHRISTMAS. SPIRIT is exemplified by the novel, specially-designed 
candy box for Blum’s by a plastic specialty firm. Tiny hidden 
1 { batteries cause a Christmas tree on the box cover to light up 
at a touch of the finger. The box contains 3 pounds of candy and 

retails at $14.75. 
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COLORFUL ANIMAL packages are being shown by Howe Products, Inc. Containers have a box-board base covered 
with a rigid transparent packaging material produced by Monsanto Chemical Company's Plastic Division.. It is 
designed for wall-hangings in children’s rooms after the candy has been consumed. Printing on the transparent 
material leaves the animal clear to show the candy in the box and remains as a picture after the candy is used. 


village layout, shown in the accompanying illustration is 
included in each shipment to dealers. 


Refrigerated showcases engineered and developed for 
candy retailers have produced the greatest sales increase 
in its history for Stephen F. Whitman & Son, Inc., despite 


the industry tendency for sales of packaged candy to 
level off, says Louis L. Mcllhenney, president. 


Originally started in 1937 as a plan to provide Whit- 
man’s retailers with a refrigerated showcase that would 
keep its candy fresh in every season and climate, the 
project was interrupted by the war. Experiments con- 
tinued, however, and in the Spring of 1947, the first 
showcases were delivered to dealers. Since then over 
7,000 cases have been installed, and the effect has been 
“to revolutionize the candy business of the retailer,” 
says Mr. Mcllhenney, “increasing his sales, almost with- 
out exception, from 100 to 600 per cent. 


Another marked effect of the refrigerated showcase, 
Mr. Mcllhenney points out, has been to level out the 
extreme seasonal variation in consumer demand which 
has long been a peculiarity of the confectionery industry. 
Stressing that there are two factors that govern the 
seasonal movements of candy sales, the weather and the 
various holidays, Mr. Mcllhenney states: 


“Of these factors, the weather has been virtually elimi- 
nated and Summer sales, particularly in resort areas. 
have shown remarkable increases where refrigerated 
candy departments have been installed.” 


Reviewing the outlook for the entire industry, Mr. 
Mcllhenney estimated the retail value of candy sold’ in 
1948 would reach $1,500,000,000, a gain of about 12 per 


A VARIETY of confectionery products in lithographed tins are 

shown (left) in a Yuletide basket. Many items in seasonal de- 

signs are canned in a large variety of sizes and shapes. One 

new product is butterscotch patties. Many old favorites, such as 

Danish cookies, plum pudding, and mixed nuts were on display 
during the holidays. 
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ALWAYS 
WELCOME 


Candy’s “Big Show” never stops and America’s es ters dazzle ‘the 
eyes like a three ring circus. It takes a real eye-stopper pac ~ Re attention 
and make the sale in such competition. 





* 


That’s why it pays to have Milprint’ s creative staff sit in on “your ‘package 
plans whether you make bars, pieces or box candies. 


Milprint’s famous “one stop” service offers printed Cellophane, Foils 
and Glassine in rolls, sheets and bags as well as handsomely litho- 


graphed box wrappers and point-of-sale advertising displays. Call 
your local Milprint man. 


‘ peor Fen ic. 


Printed Cellophane, Pim, Ace PACKAGING MATERIALS... LITHOGRAPHY & PRINTING 
films. 


Foil, Plastic 
tithe raphed Diss 4] , Printed 
Promotional Material. * General Offices, Milwaukee, Wis., Sales Offices in all principal cities. 








cent over 1947. Emphasizing that all phases of the in- 
dustry would not share equally in this gain, however, 
he stated that the largest gains would be made by bar 
goods manufacturers, whose sales are now running about 
30 per cent ahead of 1947. Bulk goods sales are about 
21 per cent below 1947, he estimated. Sales of general 
line houses are about 15 per cent below 1947. Sales of 
packaged goods are about 4 per cent above a year ago. 
These estimates are of dollar sales, he pointed out. Unit 
sales of package candy on an industry basis are actually 
below 1947. 


Package Redesign Aids Sales 


How careful package redesign has occasioned en- 
thusiastic trade reaction for its candy is shown in the 
design history of “Kerr’s Butter Scotch.” Founded in 
1895 as Kerr Brothers, Ltd., in Ontario, Canada, the 
firm opened a branch in New York in 1907. In Canada 
the firm had used paper bags for packing the candy. In 
New York a change was made to folding boxes. By the 
end of World War I consumer demand boosted output to 
over 10,000,000 units. To counteract the depression of 
the °30’s and to stimulate impulse sales, the original 1907 
design was modernized and a four-color varnished box 
replaced the four-color printed box. The design and 
quality change again built up sales volume. 


The next change in 1937 was necessitated by federal 
lew, which required placing the ingredients and other 
pertinent information on the main panel of the box. At 
the same time, the firm changed the contents from a bar 
form to individually wrapped pieces. To emphasize 
this form of convenient packaging, the word “Squares” 
was added to the butterscotch name. 


For the returning competition following World War 
II, a further design change was decided upon. Although 





THE NEWLY-DESIGNED BOX of Kerr's butterscotch is shown in 

the display (left) with the three former designs of the 48-year-old 

company’s cardboard package. A trademark of a Scottish bag- 

piper replaces the old one of Robert Burns, and deeper, fresher 

colors are combined with a simpler plaid to give a new, different 
design to the container. 


for many years, the picture of Robert Burns had been 
used, prime consideration was given in the design of the 
new package to emphasize the name “Kerr’s Butter 
Scotch” and to adopt a trademark which would be more 
readily associated with the name and the product. A 
new trademark of a Scottish bagpiper, recently developed 
by the Canadian company, was combined with a simpli- 
fied plaid, to form the main features of the new design. 
The new carton is printed in yellow and a bright gloss 
red and gloss green ink. The colors are richer and more 
outstanding than those of the previous boxes and utilize 
the gloss ink method of reducing costs. The box itself 
is made of white coated board. The position of the words 
“Kerr’s Butter Scotch” on the main panel is retained in 
an identical layout to all preceding packages. Richer 
colors, simplification of the plaid design, and larger 
typography help combine to produce a more striking 
general effect, so that the package is recognizable at 
greater distances than previously. 


New to the nation’s candy counters also is Wilbur- 
Suchard’s recently introduced glittering package of 42 
foil wrapped molded chocolate pieces. Covering of this 
attractive new package, which is of flat, full telescope 
design and rectangular, is embossed gold foil with a 
contrasting mandarin red band. The assortment, of 
three flavors, includes milk chocolate, chocolate with 
almonds and semi-sweet chocolate. 


Television: Opportunity and Challenge 


Television, it appears, presents both an opportunity 
and a challenge to candy manufacturers for attractive 
packaging presentations. Frances Taffel, of Taffel Bros. 
Inc., for example, recently demonstrated to video aud- 
iences the uses of ribbons and gift wrappings in making 
tempting holiday packages. 


Increasing industry attention is also being exhibited 
in glass and transparent rigid acetate containers for 
candy. Outstanding among these types of containers 
are those of Joe Franklin Myers Industries. The firm’s 
cylindrical glass container for chocolate fruit straws, 
for example, has a white lace label printed directly on 
the glass and features its characteristic “cowboy theme” 
design in red and white. A red metal closure is used. 


TWENTY-FOUR OUNCES of 
foil-wrapped milk chocolate 
are included in the novel choc- 
olate Village displayed by the 
Wilbur-Suchard Chocolate Co. 
Eight different buildings are 
in the group, which is dis- 
played as shown at the left. 
A fire house. candy store, de- 
partment store, grocery, drug- 
. store, and three dwellings of 
different designs are in the 
village. Each building con- 
tains 3 ounces of milk choco- 
late. 
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Association News 











@ National Confectioners’ Ass’n.: Chicago will be 
the scene of the 66th annual convention of the NCA, 
June 5-10, at the Stevens Hotel, it is announced. 
Two new directors were elected: Paul W. Sandell, 
of Miss Morris Candies, and W. C. Dickmeyer, 
Wayne Candies, Inc. Total membership in the as- 
sociation has increased over 1947's total to 623, ac- 
cording to NCA secretary-treasurer Arthur L. 
Stang. A trade mark survey has been approved 
and will be made soon by the organization to aug- 
ment its extensive file of 50,000 trade names in the 
confectionery field. 


® National Packaging Exposition: A thousand 
executives are expected to attend the 18th annual 
National Packaging Exposition of the American 
Management Ass'n to be held May 10-13 in Atlantic 
City’s Public Auditorium. Plans for the exposition 
are under the guidance of J. M. Cowan, market de- 
velopment manager for The Dobeckmun Company 
of Cleveland. 


@ Association of Manufacturers of Confectionery 
and Chocolate: “Sam Fried Night” will be cele- 
brated at the association’s annual dinner February 
16. The entertainment will be limited and speeches 
short, according to Harry Lustig, secretary of the 
group. 


@ NCA Sanitation Conferences: Two recent sanita- 
tion meetings were held in Buffalo and Boston. The 
Buffalo program was headed by T. H. Merckens 
and included talks by federal, New York state, and 
NCA experts. Attendees were: Walter Zittel, Jr., 
A. G. Burt, L. O. Noel, J. N. Bolt, R. K. Glass, Jr., 
J. A. Mecca, B. M. Ruddy, H. Williams, M. Gentile, 
Carl George, George Kaiser, Joseph Fowler, Jr., 
Pete Muffaletto, Louis J. Mantelli, Jr., C. L. Kings- 
ley, W. Buckley, Tom Amsden, J. Bauer, Carl Plat- 
ter, C. J. Hertel, B. E. Long, Douglas M. Stever, and 
Mr. Merckens. 

Federal and Massachusetts state food and drug 
officials spoke before the Boston meeting which was 
attended by: E. H. Hurley, R. D. Muzzy, J. J. Mul- 
kerin, Jr., L. L. Lovett, Nicholas G. Kitson, Monroe 
I.. Sharaf, G. Schultz, Ernest Peakes, W. R. Guild, 
C. J. Jacobson, D. R. Perrin, G. S. Doolin, J. O. E. 
Johnson, Michael Oddi, Richard F. Carney, Cyril C. 
Sullivan, and Alfred A. Wuorela. 


© National Candy Wholesalers Ass’n, Inc.: Forma- 
tion of the Central West Virginia Candy Table 
was created at a recent meeting in Clarksburg, W. 
V., sponsored by the NCWA. 


® International Heating and Ventilating Exposi- 
tion: More than 300 manufacturers of air condition- 
ing systems and equipment will show their products 
at the ninth exposition sponsored by the American 
Society of Heating and Ventilating Engineers at 
the Chicago Amphitheatre, January 24-28. The 
society will hold its 55th annual meeting during the 
same week. 
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the Candy Industry's 
Headache 


Desiccite #25®is a moisture adsorbent 
that picks up water vapor from the air. 
Maintaining a low humidity atmosphere 
inside the container with Desiccite #25 
is rapidly becoming standard practice 
in the candy industry. 








Desiccite #25 works four ways: 
1. Candy packaged with Desiccite 
#25 does not stick, lose gloss or 
flavor and will not crystallize. 
Desiccite #25 eliminates the ne- 
cessity for sanding and individual 
wrapping. 





2. By increasing storage, shipping 
and shélf-life, candy production 
schedules can be leveled out. Sav- 
ings in overtime operations alone 
more than pay for Desiccite #25. 





3. Returns of moisture-damaged 
candy are eliminated — retailers 
can buy larger stocks — safely 
store and display a greater 
variety. 





4. Retailer's sales automatically 
increase because the consumer 
buys more candy when it has 
more flavor and eye-appeal. 





Write today for information and recommenda- 
tions for profitable, practical packaging 
procedures. Your moisture problems can be 
solved by writing to your nearest Desiccite 
distributor, presenting full details. 





CORPORATION 
General Offices: 
Los Angeles, California 


eis pdierde o nombre de! ogente em Ww por 





DESICCITE DISTRIBUTORS 
Prior Chemical Corporation 
420 Lexington Ave., New York 17 


Eaton Chemical & Dyestuff Co. 
1490 Franklin Street, Detroit 7 


Gulf Coast Industries 

P.O. Box 1089, Corpus Christi, Texas 
L. H. Butcher Company 

Los Angeles, San Francisco, Portland, 
Seattle and Salt Lake City 
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Letters To The Kditors 








Grained Peanut Patties and 
All-Sugar Hard Candy 


Please let me have complete direc- 
tions for manufacturing grained 
peanut patties. Also, 1 would like to 
have a formula and directions for 
manufacturing an aall-sugar hard 
candy to be formed by pre-cooling 
and then processing through stand- 
ard drop rolls and other cutting and 
forming equipment. We are pres- 
ently using open top copper kettles 
fired by forced draught natural gas 
for our cooking department. We use 
water-cooled slabs. 

If you have any information avail- 
able on making old-time “Jaw- 
breakers” (very hard balls of 
candy), please include the same 
with the above. 

Thank you for your very splendid 
service and fine cooperation in the 
past, and we hope you may be able 
to once again help us. 

—Louisiana 


REPLY: Here are the formulae 
that you wish: 


GraIneD PEANUT PatTIEs: 

10 lbs. sugar, using half brown 
and half white water to dis- 
solve 

1 qt. fresh milk 

Cook to 240 F.; add 4 lbs. of 

roasted, blanched peanuts; let set 
until batch grains off; then spoon 
out into circular rings. You might 
try using unblanched roasted peanuts 
as an experiment. 


Jaw BREAKERS: 
65 lbs. sugar 
35 lbs. corn syrup 
Water to dissolve 


Cook to 300 F. and cast, using 
cream runners, into pyramid mold 
impressions in starch, let dry for 
about one-half hour, screen out from 
starch. This is extremely hard. 

Another recipe may be made using 
a high cooked cheap caramel for 
the center and panning with syrup 
made by cooking up 80 lbs. sugar 
and 20 lbs. corn syrup to 240 F. 


Auu-Sucar Harp Canpy: 
80 lbs. cane sugar 
20 lbs. standardized invert syrup 
Water to dissolve 


Cook to 320 or 330 F. Invert in 
finished candy to test 15%. Hence, 
it may be necessary to reduce the 
invert at the start of cook to give 
this result. 


We would suggest pre-melter 
though if not available, start each 
batch off by stirring until sugar is 
dissolved. Use covet for definite 
time, say, 13 minutes after batch has 
started, remove cover, finish cook, 
leaving thermometer in batch but no 
stirring. Cut down on gas at about 
290 F., slowing up the final cooking 
stage, watch carefully. The 330 F. 
cook is preferable to a lower cook 
because of keeping quality. That you 
can determine. When temperature 
is reached, pour onto a_ greased, 
water-cooled slab and with bars, fold 
in, when set slightly, add flavor and 
acid. The color may be added just 
before removal from the fire. When 
the acid and flavor has been mixed 
in by hand or machine, put on a 
batch spinner with warming gas heat- 
ers, and spin out and run through 
the drop forming machine. 


of the production you hope to attain, 
we shall be pleased to be of further 
service. We can not advise you re- 
garding length of cooling tunnels 
for the drops leaving the forming 
machine as we can not estimate the 
conditions under which your factory 
will operate. Cool air is passed over 
the candies or through the candies 
as they are carried on endless wire 
mesh conveyors from the machine to 
the packaging department. 

The whole matter of making an 
all-sugar candy rests upon absolute 
control. Batches should be set up on 
a definite time schedule and the gas 
burners standardized. Ingredients, if 
you wish to incorporate more in later 
developments, must be added in 
order. While cream of tartar may be 
used with sugar and water, the re- 
sults are not as desirable as when 
using invert sugar. Any of the pro- 
ducers of invert sugar will be glad 
to offer you assistance on the spot as 
they are well acquainted with candies 
such as you wish to make. Of course, 
you may wish to make your own 
invert sugar, in which case, you must 
be sure of getting a standard product. 

The wrapping of an all-sugar candy 
is also important. However, you will 
find the best product after experi- 
mentation in your own plant under 
the conditions which prevail. 


Retail Shop 


-—--—~ (Continued from page 28) --= 





good starting numbers. Variations of 
these candies may be obtained easily 
by changing colors and flavors. 
Layer jellies and layer fudges, while 
not companion pieces, make enticing 
display numbers. 


Chocolate or Maple Fudge 


20 lbs. granulated sugar 
314 lbs. brown sugar 


If you wish to give us an idea 


12 lbs. corn syrup 














Transparent 
PLASTIC BOXES 
Make ’Em Say: 
“Yummy, 
How Good!” 


Let the public SEE 
your confectionery and 
sales will follow. Send 
for samples and prices. 


WEINMAN BROTHERS, INC. 


325 N. Wells St., Chicago, 10 


Is Your Market Reached? 


CANDY MERCHANDISING 
Reaches America's Volume 
Buyers of Confectionery 


For Advertising Rates, Write 


CANDY MERCHANDISING 


400 W. Madison St. Chicago 6, Ill. 
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iin, Water to dissolve. Bring to boil of sugar with the pectin and grad- 
her and add ually add to the water while stirring | 
re- 1% |b. dairy butter with a paddle. Bring to a boil and | 
rels 1314 lbs. sweetened condensed boil vigorously for a moment. 
ing milk Combine the sodium acetate and | Transparent 
the 1%, gal. 26% cream. Cook to acid and dissolve in a small amount | Candy Boxes 
ory 238 F. and add with stirring of hot water. Add this to the kettle. ' 
ver 11 lbs. Velvet Mix (see form- Add the corn syrup and the balance | Quality Materials, 
lies ula below) of the sugar. Cook to 228 F. Add | 
rire 4 oz. salt the color and flavor. Cast into Excellent finish and fit. 
to 5 lbs. pecan pieces starch molds. Different flavors and | 
Flavor. Pour on cooling slab to colors may be made and casting | 
set. Use oiled or waxed paper to on top of previous batch, thereby | 
an . ; : * 
~~ line the slab. making layered pieces. Let stand in | 
i For maple fudge use 11% oz. of warm place until jellies have set, | 
i good maple flavor. sieve free from starch and sand 
B ‘f For chocolate fudge use 1 lb. choco- with fine sugar. 
: late liquor and *%4 oz. vanilla / ed 
iter extract. Pecan Pralines 
in 
we . . 18 lbs. granulated sugar 
-~ Velvet Mix Formula 6 lbs. corn sugar No. 10 
inal 20 Ibs. granulated sugar 1 gal. water. Cook to 246 F. 
- 5 lbs. corn syrup : Let stand for five minutes 
lad 5 pints water. Cook to 240 F. and add 
; “ ‘ WA ee 
as Sparkling Jellies (2 Ib. vert butter 
, 4 oz. sa 
3 : ’ e ; 
-” “ae gel. ave - 11% oz. maple flavor. Stir until 
< . ee the batch turns cloudy. 
wn 34 lbs. corn syrup , aay pee? 
“4 , ' Place oiled metal rings in oiled tinned 
ust 15 oz. 100-grade pectin : 
OU, « “wg trays. Place several pecans in each 
ict. 244 oz. tartaric acid : dd ch ce 
idy 334 oz. sodium acetate ring and eposit batch in these 
vill 314 on. Gaver rings. When the pralines have set 
oy Color to watch fever. up, remove from rings and wrap 
Jer Place water in kettle and start heat- the candy in waxed paper or 
ing. Thoroughly mix about 10 lbs. moisture-proof cellulose paper. 
ALWAYS — 
| 
| | SPEED DEMONS for HEAT SEALING 
DEPENDABLE | Seals 160—2", 115—3" Bags Per Minute, etc. 
- with the: NEW PACK - “RITE 
of 
‘ily 
rs. 
tile ANY HEAT- 
ing SEALING BAGS 
Whether your bags be 
cellophane, pliofilm, foil 
or other heat sealing 
material, you can seal 
| them faster and more 
| dependably with the 
| NEW PACK RITE _ro 
MODEL M.C with Conveyor-feed Wing #7 SPEEDSEALER: 
; It incorporates the last 
There’s a PACK- word in heat sealing 
— | Lew cost Mervel es ~ yr design, — 
eee EZ Adjustehect or ed luction at low- 
Jaw Type Sealer 
| One of our most 
WRAPPING MACHINES | 25:2 
| sealers. Foot or hand 
operated. Thermo- 
The satisfaction of KNOWING dable and ec ctatie contzel for oll 
that fheir wrapping machines SENIOR MODEL wraps ‘oe | types of heat seal- 
will give EFFICIENT, UNIN- pieces per minute; new HIGH ye suatertete. A 
TERRUPTED SERVICE AT ALL SPEED SPECIAL MODEL wraps dandy! “MOTO-BELT" 
TIMES is just one reason 325 to 425 pieces per minute. CONVEYOR 
ay rater IDEAL Equt a built for th 
over prefer uvipme' machines are bu r the Can be synchronized 
These machines, suitable for st cti irements 
both oan small cantae- ont Pomme r= wynquallfied wih ROTARY SPEEDSEALER 
turers, are fast, always de- guarantee. Fer deteils clip this ed end meil. 
Write Fer Complete Specifications and Prices with your ss, te: 
IDEAL WRAPPING MACHINE CO. PACK-RITE MACHINES 
EST. 1906 714 W. Wisconsin Ave. 
Milweskee 1, Wis. 
MIDDLETOWN, NW. Y.- - -U. SA. 
oan 
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CONFECTIONERY 


STABILIZER 


Gives Lasting Freshness and 
Smoot! Texture To Your 


TOFFEE 
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and other chewy can 
as...Caramels. Taffy and te 
SAVES TIME and EXPENSE. 


le 
Write for Free Samp 
Sufficient for Batch Testing 
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NATIONAL FOOD PRODUCTS 
8 South Dearborn St. 


Chicago 3, Illinois 











loth Crilings 


yy 


wee, 
AMBROSIA CHOCOLATE CO 





page 60 








©@ Huyler’s: Net income for the company and its 
subsidiaries is reported at $308,586 for the 12 months 
ending September 30. This equals 81 cents the 
common share compared to earnings of $3.27 per 
common share or $906,311 net of the previous fiscal 
year. 


@ Loft Candy Corp.: Candy shops opened in the 
mezzanine space of four New York subway stations. 
A $75,000 budget was set up for erection of the 
stores in structural glass and stainless steel. The 
space, leased from the New York Board of Trans- 
portation, carries a rental of 10 per cent of gross 
receipts with an annual minimum guarantee of 


$40,000. 


@ Frank H. Fleer Corp.: Norman P. Hutson is 
elected president of the company to succeed the late 
Gilbert B. Mustin, who died in late October. Frank 
H. Mustin, treasurer, and Gilbert B. Mustin, Jr., 
secretary, both sons of the late president, are also 
newly-elected officers. Mr. Hutson, formerly vice- 
president of the firm, has been associated with the 
company since 1932. Miss Alice E. Mustin and 
Walter Dannenbaum are elected directors. 


@ Edward Cadbury: Director and former chairman 
of the British Cocoa and Chocolate Company, Ltd., 
Mr. Cadbury recently died at a nursing home near 
sirmingham, England. An intense interest in social 
reform made Mr. Cadbury a strong champion of 
better working conditions for women and the Eng- 
lish old-age pension act. 


@ Drake America Corporation: New sales manager 
of the firm’s food division is Simson B. Jacobs. He 
formerly was associated with Rockwood & Co. 


@ Beech-Nut Packing Co.: An extra dividend of 
40 cents and the regular quarterly dividend of 40 
cents on the common stock, both payable December 





>" e 


H. C. NUSS (left) and Carl J. Hesch, executive secretary and 

president. respectively, of the Retail Confectioner’s Ass'n of 

Philadelphia. Inc., are shown new candy formula booklet avail- 

able from Brazil] Nut Ass’n by T. R. Schoonmaker, executive 
secretary. 
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27 to stock of record November 29, are declared. A 
similar extra was paid last year, when the quarterly 
rate was raised to 40 from 35 cents. 


@ Topps Chewing Gum, Inc.: Leonard Harrison is 
appointed public relations director of the firm. He 
formerly was in a similar capacity with Sales Affili- 
ates, Inc., Universal Laboratories, Inc., and The 
Marlin Firearms Co. Mr. Harrison will have charge 
of all advertising, sales promotion, and public re- 
lation activities. 


@ Isidore Margolies: A golden jubilee dinner was 
recently held for Mr. Margolies in New York’s 
Hotel Astor to celebrate the confectionery veteran's 
50 years in the candy field. The dinner marked the 
high point of the Confectionery and Allied Trades 
Division of the Federation of Jewish Philanthropies 
of New York’s drive for 16% million dollars to 
finance the maintenance of its network of 116 hos- 
pitals, family welfare, and child guidance agencies, 
summer camps, and community centers. 


@ Loft Candy Shops: Resignation is announced of 
Sidney H. Berg, director of advertising and public 
relations, in order to take office as president of 
Rights Corporation of America. 


@ Western Confectionery Salesmen’s Ass’n: New 
officers elected for the coming year at the recent 
convention at the Congress Hotel in Chicago are: 
Henry J. Blommer, president ; Norman Brown, vice- 
president; Arthur L. Waldner, second vice-presi- 
dent; and Walter A. Rau, secretary-treasurer. 


@ Fanny Farmer Candy Shops, Inc.: An extra 50 
cent dividend and the quarterly 37% cent dividend 
for December 21 payment to record of December 4 
are annouced. 


@ William J. Mandell: Mr. Mandell is named sales 
agent for the New York territory by Williams 
Candy Co. and Arrow Candy Co. 


® Royal Candies, Inc.: Recently organized in Fond 
du Lac, Wis., this new candy manufacturing firm is 
headed by Richard J. Kath, Royal A. Brazier, and 
Ethel A. Brazier. Minimum capitalization is listed 
at $4,000. Stock is 500 shares no-par value. 


®@ Loft Candy Shops: Dorothy Jahnes is appointed 
manager of the Union City, N. J. shop. 





CHANGE OF OFFICERS at Package Machinery Co. names Roe S. 





Clark (left) vice-president . George A. Mohilman chairman 
of the board, Roger L. Putnam president. Harold Mosedale, Jr.. 
vice-president in charge of manufacturing. 
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Our Expansion 


is showing! 





We HAD to expand to keep up with 


the growing demand for our flavors, 
seasonings and food concentrates! 
That’s why we built this big modern 


plant in Culver City, California. 


With our two completely equipped 
laboratories and additional manufac- 
turing facilities, we are not only 
increasing production of our present 
lines, but we are also developing new 
products to meet the needs of confec- 


tionery manufacturers everywhere. 


We invite you to write for our price list. 


Avert Avex. inc. 


Since 1934 makers of fine flavors, 
food products, vanilla, etc. 


3573 HAYDEN STREET, CULVER CITY, CALIFORNIA 
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@ PENFORD CORN SYRUP 


Glucose consistent for millions of gallons 


@ DOUGLAS MOULDING STARCH 


In two grades. "Regular" for loss replacement 
and “Preconditioned” for new starch trays. 


@ CONFECTIONER'’S "C" 
STARCH—THIN BOILING 


A pure ingredient starch which helps insure tender 
jellies and gums, and longer shelf life. 


Ltd. 
Inc. 


PENICK & FOR 


+20 Lexington Avenue, New York 17, N. Y. 


Factory Cedar Rapids, lowa 

















ORE- CANDY MAKERS PREFER 


“CREMO” 


IMPROVED 


NOUGAT-CREME 


Equally good for Creams, Nougats, Butter 
Cream Centers, Chocolate Cherries, Sea 
Foam Kisses, Fudge, EasterEggs, Taffies, etc. 


qv S& 














VERSATILITY 





b Unsurpassed for lighter, smoother, cream- 
QUALITY ier texture. It makes candy more deli- 
cious while retaining its freshness longer. 





The mnght consistency for speeding up 
production. Reduces labor costs. Its light, 
yet creamy texture makes it go further. 


ECONOMY 


all 

















CARRIED BY ALL GOOD SUPPLY HOUSES 


Packed in 25 Ib. cans; 
30 gal. drums (Ap- 
prox. 120 Ibs.); 55 
gal. drums (Approx. 


220 Ibs.). 
47th & BROWN STS. 


CREMO MFG. co. PHILADELPHIA 39, PA. 


FREE SAMPLE 


Write 
alctele maclania ts 


working sample 


on your letter 


ole] hale, 
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@ R. E. Funsten Co.: R. J. Moore, formerly presi- 
dent of the firm, is elected chairman of the board to 
succeed Eugene M. Funsten, who resigned as chair- 
man but remains a director. R. A. Noble, formerly 
vice-president, is elected president. 


@ Voss Belting & Specialty Co.: Open house at the 
company’s new building, located at 5645-51 N. 
Ravenswood Ave., Chicago, was recently held. At- 
| tended by many confectionery and supply execu- 





NEW PLANT of Voss Belting & Specialty Co. reflects Chicago 
firm’s plans for expansion of manufacturing activities as a result 
of “steadily growing volume of business.” 


tives, the event was highlighted by entertainment 
and refreshments. With the considerably larger 
| space now available, the firm plans to expand manu- 
facturing activities to a considerable degree, so as 
greatly to expedite the handling of orders for the 
thousands of different items regularly carried, it is 
stated. 


@ Durkee Famous Foods: Elmer L. Weber is pro- 
moted to manager of the Norwalk, O. office. He will 
have charge of all operations of the section. 


@ Cook Chocolate Co.: Acquisition of Dama Com- 
pany, Paramus, N. J., makers of Swiss style choco- 
late, is announced. 


© The Huge Company: A sanitation school was 
recently held in Chicago by the firm at the Ameri- 
can Institute of Baking and the Beatrice Foods 
Company. Glenn G. Hoskins directed the school. 





®@ Detecto Scales, Inc.: Consolidation of the corp- 
oration’s three divisions, formerly located in four 
different buildings, is now fulfilled with the opening 
of its new industrial home at 540 Park Avenue, 
Brooklyn. The six-floor plant with penthouse was 





REGIONAL TECHNICAL-SALES conferences of Oakite Products. 

Inc., such as this meeting in New York, study how new prod- 

ucts and procedures in industrial cleaning can help cut production 
costs for manufacturers. 





Tue MANUFACTURING CONFECTIONER 








on eae 


0- 
‘ill 


m- 


as 
ri- 
ds 
ol. 
-p- 
ur 
ng 
1e, 
as 


cts. 





recently modernized at a cost of $250,000. Its area 
covers 262,300 square feet of floor space. Mrs. Carrie 
G. Woodland is appointed official consultant on 
matters pertaining to interpretations of decisions 
and regulations of the Dept. of Weights & Measures 
it is announced. 


FRANK L. OLDROYD is named 
sales manager of the Indus- 
trial Division of Oakite Prod- 
ucts, Inc. Mr. Oldroyd has 
been associated with the Oak- 
ite organization for over 15 
years. His headquarters will 
be in the firm’s general ol- 
fices in New York. 





® American Chemical Society: World-wide produc- 
tion of essential oils was featured in films shown 
by M. J. Niles of Fritzsche Brothers, Inc. at the 
society's recent meeting. The colored movies 
showed the enfleurage process, the method of ob- 
taining odors from living flowers with absorption 
by fats in the cold, as well as essential oil production 
in the United States and the rest of the world. 


@ Thomas B. Berentsen: Director of purchases: for 
Magnus, Mabee & Reynard for the past three years, 
Mr. Berentsen died suddenly of a heart attack re- 
cently while hunting at Lake Mahopac, New York. 


®@ Milprint, Inc.: C. K. Billeb is named vice-presi- 
dent in charge of plants operations. With Milprint 
for 12 years, Mr. Billeb was general works manager 
since 1944. 


©@ H. & M. Company: Kesumption of operations 
by new owners, R. A. Kelsey, president: J. D. Car- 
ter, vice-president and sales manager; and John 
C. Redelt:-seeretary and™treasurer, is announced. 
Closed during the war, the firm was purchased by 


the new owners in August and its ice cream bar 


vender given a redesigned cabinet. 


WHY PADDLE AROUND AND WASTE 
A LOT OF TIME GETTING THAT 
STICKY MESS OUT OF YOUR HARD 
CANDY KETTLES?? 

Use 


NO. 1-A CANDY BEESWAX COMPOUND 


Buy it from Manufacturer direct 


RAY S. JACKSON, INC. 





SKOKIE, (Manufacturer) ILLINOIS 


for January, 1949 





DIRECT LINE good flavor 






Thirty two wholesome flavors 
from Apple through Wal- 

nut . . . a solid line of good 

taste and aroma. 

Try the “12” line 


RASPBERRY 


and you’re soon bound to try 
most of the other thirty one. 


such as 
Strawberry * Peach ¢ Tutti Frutti 
Walnut * Grape * Cherry and 
other flavorful favorites 


oe 
C7 
Hi “orasynth 


' Ltd. — Montreal 
LABORATORIES, INC. Winnipeg + Florasynth Laboratories de Mexico S.A. — Menice City 
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| NAMA Meets in Chicago 


© hes 140 exHiBiTors displayed their products at 
the 12th annual convention of the National Auto- 
matic Merchandising Association held in mid-December 
at Chicago’s Palmer House. 

Officers elected at the conclave are: Ford S. Mason, 
president; George M. Seedman, vice-president; John T. 
Pierson, treasurer; D. A. Estey, Aaron Goldman, John 
F. Saxon and Mr. Pierson, new directors. 

Candy, gum, and nut exhibitors were: Fred W. Amend 
Company, Paul F. Beich Company, E. J. Brach & Sons, 
Cadbury-Fry (America), Inc., Candy Pack, Inc., Charms 
Sales Company, Chase Candy Company, Delicia Choc- 
olate & Candy Mfg. Co., Inc., Ferrara Candy Co., F & F 





Since 1881, The Hubinger Co., Keokuk, lowa | 







Our service departments 
will help you with any of 
your technical problems. 


= - . t 
UNIFORM. ..DEP 
Confectioners’ Cor Syr- 


=ps, Thin Boiling Starches, 
Moulding Starch 








pr 





PETER’S 
“MOLDWELL’ 





LAMONT, CORLISS & CO., 60 HUDSON ST., N.Y.13,N.Y. 





Manufacturers 


Are you looking for an experienced 
salesman? We can put you in touch 
with experienced candy salesmen and 
candy brokers covering practically 
every territory in the United States. 


WESTERN CONFECTIONERY 


SALESMEN’S ASSOCIATION 
36 E. Highland Ave. Villa Park, IL 
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Laboratories, Inc., D. Goldenberg, Inc., Hershey Choc- 
olate Corp., Huyler’s, Walter H. Johnson Candy Co., La- 
mont Corliss & Co., Mason, Au & Magenheimer Conf. 
Mfg. Co., Melster Candies, Inc., Minter Brothers, Oak 
Manufacturing Co., Planters Nut & Chocolate Co., Quaker 
City Chocolate & Conf. Co., Inc., Rite Gum Co., Shotwell 
Mfg. Co., Howard B. Stark Co., Sweets Company of 
America, Inc., Switzer’s Licorice Company, Universal 
Match Corporation (Schutter Candy Div.), James O. 
Welch Company, and Wilbur-Suchard Chocolate Co. 

Chairman of the candy, gum, and nut vending was 
S. M. Goran of Metro Automatic Sales Co. Speakers at 
this session were: W. T. Collett and Nick Novasic on 
“Increasing Efficiency in Stock Control”; William Fish- 
man and Al Schmitt on “Increasing Efficiency in Serv- 
ice”; John T. Collins and Sam Kogen on “Increasing 
Efficnency in Selling Locations”, Donald W. Huck and 
Lloyd C. White on “Increasing Efficiency in Maintenance 
and Repairs”; and Paul I. Berkley and Harry D. Dwyer 
on “Operating Other Types of Equipment in Conjunc 
tion with Candy, Gum and Nut Machines.” 


@ George Lueders & Co.: Mrs. Winifred Sargent is 


named a member of the firm’s 25-Year Club. She 
is the 42nd employee so honored. 
@® PMCA Candy Conference: The third annual 


candy production conference of the Pennsylvania 
Manufacturing Confectioners’ Ass’n will be held 
May 26-27 at Lehigh University, Bethlehem, Pa. 
Hans Dresel will be chairman. A talk by Louis 
Lang, of the National Sugar Refining Co., of Phila- 
delphia, on “The Role of Sugar in Candy Making” 
will be one of the program’s highlights. Dr. Harvey 
A. Neville, director of the Lehigh Institute of Re- 
search has been appointed to a committee to chose 
a recipient for the American Ass'n of Candy Tech- 
nologists’ Dr. Stroud Jordan award to be presented 
for the most outstanding technical contribution to 
the industry. 








EMANUEL VOSS, president of Albert Albek. Inc., pauses before 

firm's new plant in Culver City, Calif. Plant has over 10,000 

sq. ft.; houses two laboratories, general offices, manufacturing 
facilities for firm's products. 
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| POSITIONS WANTED 


| MACHINERY WANTED (Contd.) 





MACHINERY FOR SALE | 








Situation Wanted: Superintendent wishes 


change January 1. Allaround candy — 


maker, 40 years experience in general line 
and specialty houses, knows costs, raw 
materials, equipment, and processing meth- 
ods. Proven ability to assume full charge 
of your factory. Address A-192, The Manu- 
facturing Confectioner. 


Position Wanted by practical candy man 

Have had over 35 years of practical ex- 
perience in all phases of candy making. 
Will be interested only in a good reliable 
firm. Box A-1912, The Manufacturing Con- 
fectioner. 


Position Wanted as factory superintendent. 
Have 30 years of broad and practical ex- 
perience in bars, package goods, and bulk 
goods. Former superintendent for D. L. 
Clark Co., Pittsburgh. Box A-19!1, The 
Manufacturing Confectioner. 





HELP WANTED | 





EXECUTIVE FACTORY SUPERINTENDENT 

for Eastern manufacturing retailer. Must 
have full technical knowledge of all types 
home-made candies and ability to assume 
complete charge of large scale manufac- 
turing operations. Top salary to right man 
with security and future assured. Prefer 
man aged 40-50. All replies should give 
age, former and present employers, de- 
tails of experience, and salaries earned. 
All replies confidential; no references writ 
ten without permission. Box No. A-i96 
The Manufacturing Confectioner. 





SALES HELP WANTED 





OLD ESTABLISHED FIRM 
Selling flavors and colors to food industries 
requires salesmen of the highest calibre for 
New England and Southern territories. 
State experience. References required. 
Write to Box A-198, The Manufacturing 
Confectioner. 








Representatives for marzipan and jelly 

items wanted for East and West Coasts. 
Box A-1913, The Manufacturing Corfec- 
tioner. 





MACHINERY WANTED 








Want to Purchase: One LP-2 sucker wrap 

ping machine. Give full particulars and 
price. Box A-193. The Manufacturing Ccn- 
fectioner. 


for January, 1949 





WANTED 


One Package Machinery Company 
Model F.A. Wrapping Machine 


Box B-1281 
The Manufacturing Confectioner 

















WANTED 


YOUR IDLE MACHINERY 


WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 





URGENTLY WANTED: Copper Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Copper and 
Aluminum Kettles. Describe fully and 
quote prices. : 











THE KEY TO SAVING TIME AND MONEY 


PRODUCTS COMPANY. inc. 


15-21 PARK ROW NEW YORK 7, N. Y. 











| BUSINESS FOR SALE | 





For Sale: Candy factory in city of 300,000 

population. Now in operation and can 
be purchased at a very reasonable price. 
Box A-194, The Manufacturing Confectioner. 


For Sale: Well established manufacturing 
retailer with finest reputation, located in 
the metropolitan area, outside of New 
York City. Consists of five retail stores all 
in excellent locations; air conditioned, and 
beautifully designed. Factory small, well 
equipped to service these stores. Financial 
arrangements can be made with respons 
ible party. Reason for selling is health. Box 
A-1910, The Manufacturing Confectioner. 





For Sale: One gas Symplex cooker, in per- 

fect working condition with two pre- 
melting kettles, each kettle 100 lbs. capa- 
city. Lovelace Candy Co., 145-47 Second 
Ave. N., Nashville, Tenn. 


FOR SALE: 1 ARNOLD-BLAU BATCH ROL- 
LER WITH COOLING SYSTEM, PRAC 

TICALLY NEW. BOX A-197, THE MANU- 

FACTURING CONFECTIONER. 


For Sale: One new Lynch Wrap-O-Matic 
bar wrapping machine; one used Model 
DF Package Machinery bar wrap machine; 
Swedish stainless steel belts, varying 
lengths, some 24” wide, some 32”, from 
100 to 600 feet in length. Box F-191, The 
Manufacturing Confectioner. 


For Sale: Have two brand NEW Dubin 

“Hydro-Life’” fire mixers in original 
crates. Sell at sacrifice. Write Box F-192 
The Manufacturing Confectioner. 


FOR IMMEDIATE DELIVERY 

Two 38” copper coating pans, direct motor 

drive; two 100 gal. stainless steel clad 
high pressure cooking kettles; two peanut 
cluster basket machines; two 50 gal. Jap 
kettles; one 7’ ball beater; four 250 gal 
aluminum storage tanks; two Werner, 
Snowflake cream beaters; two Lightning 
stainless steel portable agitators. For in 
formation and prices write Box B-191, The 
Manufacturing Confectioner. 


FOR SALE: BUHLER REFINER, 5-ROLL 
NEW. BOX A-199, THE MANUFACTUR- 
ING CONFECTIONER. 


For Sale: Package Machinery LP-2 sucker 
wrapper. Excellent condition. Box A-191, 
The Manufacturing Confectioner. 








COMPLETE 
BUBBLE GUM 
DEPARTMENT FOR SALE 


This includes equipment and 
formulas for manufacturing gum base 


Box A-195, THE MANUFACTURING CONFECTIONER 
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SALES LINES WANTED 





Wanted: Candy and allied lines on broker- 

age basis for wholesale jobbing and 
chain trade in Virginia and the Carolinas. 
Box TF-482, The Manufacturing Confec- 
tioner. 


Wanted: Candy and allied lines. We have 

20 years sales experience in same ter- 
ritory of Florida, Georgia and “Alabama. 
3 salesmen. Hubert Brokerage Company 
210-211 Candler Bldg., Atlanta, Georgia. 








FORMERLY ASSOCIATED WITH A NA- 

TIONAL CHAIN FOR 22 YEARS IN 
CHARGE OF CANDY PURCHASING AND 
MANUFACTURING, I AM NOW ENTERING 
INTO THE BROKERAGE BUSINESS AND 
AM INTERESTED IN SECURING LINES OF 
ALL KINDS OF CANDY PACKAGED INTO 
BOXES, CELLO BAGS, BULK, BARS, ETC.., 
ACCEPTABLE TO DRUG CHAINS, DE- 
PARTMENT STORES, WHOLESALE GRO- 
CERS, THEATRE CONCESSIONS AND JOB- 
BERS. ALSO RAW MATERIALS FOR 
CANDY AND FOOD MANUFACTURERS 


FOR CHICAGO AND SURROUNDING 
AREA. DAVE KUPFER, KUPFER BROKER- 
AGE oan 563 W. WASHINGTON ST., FD 
601, CHICAGO 6, ILLINOIS 





| OPPORTUNITY FOR SALE 





MISCELLANEOUS (Contd.) 





What have you to offer? You can move it 

faster in these columns. Rates are only 
35 cents per line, 70 cents for bold face. 
Minimum insertion in the Classified Ad- 
vertising section is three lines. Classified 
rates are not subject to advertising agency 
discounts. Display rates in the section are 
$6 per column inch. 


Used Friend Hand Roll machines bought 
and sold. The McNulty Engineering 

Company, 200 Old Colony Avenue, So. 

Boston 27, Mass. 

We purchase for cash: Discontinued and 
surplus candies. No quantities too large 

or small. Trading Post Sales Co., 1059 E. 














14th St., Brooklyn 3, N. 7 
MISCELLANEOUS WE BUY & SELL 
ODD LOTS « OVER RUNS « SURPLUS 
USED STARCH 


Also Sweepings 
BOUGHT 


LOUIS ROSENBERG 


444 Fairmount Ave., 
Philadelphia 23, Pa. 








SHEETS*ROLLS-SHREDDINGS 
Cellopkane rolls in cutter boxes 100 ff. or more 
ALSO MADE OF OTHER CELLULOSE FILM 
Wax - Giassine Bags, Sheets & Rolis 


Tying Ribbons—All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond Cellophane’ Products 


Harry L. Diamond Robert I. Brown 
“At Your Service” 


74 E. 28th St, Chicago 16, Illinois 























New England States 


Middle Atlantic States (eontd.) | So. Atlantic States (contd.) So. Atlantic States (contd.) 








JESSE C. LESSE CO. 
Coniecnonerr 
Office and Sales Room 
161 Massachusetts Ave. 

BOSTO: ° 


Territory: New England 





DAVID F. LOONEY 
Confectionery Broker 
“A Good Candy Man” 
P.O. Drawer 138 
SOMERVILLE 43, MASS. 





Middle Atlantic States 





Ss. P. ANTHONY 
Manufacturer’s Representatives 
P. Box 1355—Phone 2-8469 

r READING, PENNSYLVANIA 
err.: 


Pa., Md., Dela., Washington. 
D. C. 





MARTIN J. BERMAN CO. 
292 Fifth Avenue 
NEW YORK 1, N. Y. 
LOngacre 4-2633-4 
Greater New York Area 
Including Department Stores, 
hains, Buying Offices 


ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
ITTSBURGH 22, PA 


Cover conf. & groc. jobbers, chains, 


dept. 
W. Pa., 


stores, food distrs. 
W. Va., & E. Ohio 
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| 


FACTORY SALES COMPANY 
Broad Street Bank Building 
TRENTON, JERSEY 
Specialists in eceeee 
N. J., N. Deic., 
& Sedianiten, D.C. 


GREENBERG BROS. 

389 East 2nd St. 
BROOKLYN 18, NEW YORE 
Covering Jobbers, Syndicate and 
Dept. Stores in New York City & 
100 mile radius. 


Terr.: Md., 








HERBERT M. SMITH 
109-17 110th St.—Virainia 3-8847 
OZONE PARK 16, NEW YORK 


Terr.: New York State 


IRVING S. ZAMORE 

2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 
29 Years Experience 
Pennsylvania, excluding 
city of Philadelphia 





Terr.: 





South Atlantic States 





BUSKELL BROKERAGE CoO. 
1135 East Front Street 
RICHLANDS, VA. 

Contact Wholesale Groceries, Candy 
Jobbers and National Chains 
Terr.: Va., W. Va., Eastern Tenn., 
and Eastern Kentucky 


| W. H. CARMAN 
Mcnuiacturers’ Representativ 


2508 Copley Road 


BALTIMORE 15, MARYLAND 
Terr.: Maryland; Wash., D. C. 


es 





JIM CHAMBERS 


Candy Broker 
17 Edgewood Avenue, S. E. 


ATLANTA 3, GEORGIA 








A. CARY MEARS 
P. O. Box 2415 
ROANOKE, VIRGINIA 


| Terr.: Va., W. 





Manufacturers’ 


| 
| 
| 
| 
| 





+@Irr.: 


HUBERT ei ey 5 rg co. 


Canav 





Offices 
210- 211 Gastar Bldg. 
ATLANTA, GEORGIA 
Florida, Georgia and Ala- 
bama for 20 years 





JOHNSON & SAWYERS 
335 Burgess Building 





| 

$ JACKSONVILLE 2, FLORIDA 
| Hes SR, AOS, SS Ee. Confections & Allied Lines 
Terr.: Ga., Fla., & Ala. 
WM. E. HARRELSON ee - 
| 5308 Tuckahoe Ave Phone aa Bea Ne ize 

uckahoe Ave.—Phone 44280 
HUNTINGTON 14, WEST VA. 

|v Be a Os 21, hwy we? Candy, Marbles, School Tabiets, 
oe . Va., Va., N. & S. Caro. | Wax Pavers, Stationery, Napkins 
| 


Terr.: W. Va. & Eastern Ky. 





W. M. (BILL) WALLACE 
Candy and Specialty Items 





P. O. Box 472—111 Rutland Bldg. 
Candy and Specialty Items DECA ° ORGIA 
Va., No. & So. Caro. Terr.: Ga. & Fla. 
oa Thorough Coverage 
ROY E. RANDALL CO. JOHN T. SOX CO. 
i Box 605 
og | COLUMBIA, S. C. 
| Manufacturers’ Representatives 
|Have been representative for 17 


COLUMBIA 1, SO. CAROLINA 
Terr.: No. & So. Carolina. 


| 
| 
| P. O. Box 605—Phone 7590 
| Over 25 years in area 


years in the states of South and 


North Carolina. 


THE MANUFACTURING CONFECTIONER 























‘al Mader REBUILT EQUIPMENT 
S ° Every machine is thoroughly reconditioned 
6 by experts and is fully guaranteed... 
, Partial Liat 
ake National Equipment late-type Fully Automatic Stee! Mogul. 
So. , Ae National Equipment Fully Automatic Type AD Wood Mogul. 
Immediate Deliuery Huhn Double Dryer and Cooler, also sold singly. 
and SPECIALLY PRICED FOR QUICK SALES Friend Dreadnaught Model Hand Roll Cream Center Machine. 
of National Equipment 32” Chocolate Enrober with cooling 
- tunnel and packing table. 
a 300, 500, and 1000 ib. Chocolate Melting Kettles, National 
L Equipment and Racine. 
on National Equipment continuous Hard Candy Cooker. 
US Simplex Steam Vacuum Cooker, 200 Ib. capacity. 
Racine Continuous Automatic Sucker Machine, motor driven 
with Conveyor. 
, Package Machinery Company Model 22-B —— Hard 
6s Candy Twist Wrapper. 
on Racine Model M Die Pop Machine. 
! 34” Enrober complete with 
Cooling Tunnel and Packing Table 

fs 
wn 
ois 





















ntd.) 
D. G ‘built. Bay 
Mac etl a>) 
Established 1912 = 

Ala- o @ 
ceil U4 te Candy Machinery, We Have Vt 
| We have every type and size of guaranteed rebuilt candy 
“ making equipment in our New York stock—attractively priced 

and available for prompt delivery. 

Write or wire collect for prices and details on your requirements. 
A. 
biets 





a y w — : } 

a | ~X 2 4 é X Huhn Double Dryer and Cooler, 
dg. -~ i r also sold singly 

—_ CONFECTIONERY MACHINERY CO... INC. 


$I-322 LAFAYETTE STREET 
* and NEW YORK 12. N.Y. 





ER for January, 1949 page 67 

















East No. Central States 


East No. Central Stetes (contd.)|West So. Central States leontd.)! 


Pacific States {contd.) 





EDWARD A. D. (Candy) — 

P. O. Box 395—LA PO IND. 

P. O. Box 512—OAK LAWN, ILL. 

Covering IIl., Ind., Mich., Ohio, Ky., 
and W. Va. 


H. K. BEALL & CO. 
CHICAGO 6, ILLINOIS 
308 W. Washington St. 
Phones RANdolph 1618-1628 
Territory: —— Indiana, 
Wisconsin 
25 years in the Candy Business 


JOHN E. SMITH 
Confections & Food Specialties 
Thorough Coverage State of Indiana 
Excluding Lake County adjoining 

hicago 
1428 N. Pennsvlivania St., Room 203 
Tel. Lincoln 3780 
INDIANAPOLIS 2, INDIANA 


CHARLES R. COX COMPANY 
1428 Erie Boulevard 
SANDUSKY, OHIO 











Territory: Ohio, Michigan, and 
Indiana 


ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 2 GAN 





’ 


Terr.: Entire state of Michigan 


WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your = se Always 
—And All W 
Terr.: Michigan. Estab. Since 1982 


BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chi- 
cago) Mich. (Upper Penn.) 











DONALD A. IKELER 

2029 E. Main Street 
OO, MICH. 

Territory: Michigan 


HARRY KISSINGER 
Candy—Novelties—Specialties 
3846 McCormick Ave. 
Phone Brookfield 9691 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich., & Ind. 








G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
WISCONSIN 
Wisc. & Upper Mich.—covered 
every five weeks. 
WM. C,. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 
We specialize in cigars, candies 
specialties and novelties 


Terr.: 





SOMMER & WALLER 
Manufacturers’ Representative | 
8336 Maryland Ave.—Vin. 7174 | 

CHICAGO 19, ILLINOIS 
Serving Metropolitan Chicago 

Sales Area for 25 Years 





East So. Central States 





PAUL JOHNSON AND CO. | 
Manufacturers’ Representatives | 
Day Phone 1—Night Phone 2420 | 

Box 270 


CAMPBELLSVILLE, - | 
Candy, Crackers, Cookies, Cigars, | 


and Specialty Items 
Terr.: Ky. and Tenn. 


FELIX D. BRIGHT 





Candy Specialties 
P. O. Box 177—Phone 8-4097 
NASHVILLE 2, TENNESSEE 


Terr.: Kentucky, ‘Tennessee, Ala- 
bama, Mississippi, Louisiana 





J. L. FARRINGER CO. 
1900 Cedar Lane—Phone 8-8470 
NASHVILLE TENNESSEE 


4, | 
Established 1924 | 
Territory: Tenn., Ky., and W. Va. | 

2 Salesmen covering territory 





West No. Central States 





GEORGE BRYAN 
BROKERAGE Co. 
410 Walnut Bldg. 

DES MOINES 9, IOWA 
Consistent and thorough coverage 
of wholesale candy and tobacco, 
wholesale grocery, chain store 

trade in central, eastern Iowa 


ELMER J. EDWARDS 
CANDY BROKERAGE 
5352 3lst Ave. So. 
LIS 17, MINN. 
Phone: Pa. 7659 - 
Terr.: Minn., N. & S. Dak.—Special 
attention given to Twin City trade 


GRIFFITHS SALES COMPANY 
725 Clark Ave.—Phone GA. 4979 
SAINT LOUIS 2, MISSOURI 
We specialize in candy and | 
novelties. 

Terr.: Mo., Il., and Kan. 











| 
LEON K. HERZ } 
1290 Grand Ave., Emerson 7309 | 
PAUL 5, MINN. 

Terr.: Western Wis., Minnesota, 
North and South Dakota } 





JACK WILSON PEIFFER 
Manufacturers’ Representative 
54 W. Burton Place 
CHICAGO 10, ILL. 





H. SCHMIDT 
815 Erieside Ave. 
CLEVELAND 14, OHIO 
Terr.: Ohio. Member Nat'l. Conf. 
Salesmen Ass‘n. 
Buckeye Candy Club 


WARREN A. STOWELL 
& ASSOCIATE 
Phone TRiangle 1265 
7943 So. Marshfield Ave. 
CHICAGO 20, ILLINOIS 
Terr.: Chicago and Radius of 
Forty Miles. 


C. H. THOMPSON 
1421 Sigsbee St., S. E. 
6, MICHIGAN 
Terr.: Michigan only 











W AND W 
1627 West Fort Street 
DETROIT 16, MICHIGAN 
Covering Michigan Completely 
With Quality Merchandise 
Al. Williford 
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BROKERAGE CO. | 
218 Third Ave., N. 


1, A 
Terr.: Minneapolis and Adj. Terr. 


SCHULTZ SALES COMPANY 
2611 W. Douglas Ave. 
WICHITA 12, KANSAS 


Terr: Kansas, Oklahoma, 
Western Missouri 








West So. Central States 





H. L. BLACKWELL COMPANY | 
Emery fn Shes, Sunset Drive 


3-0503 
Mex., and Ariz. 


Phone: 
Terr.: Tex., N. 





GENERAL BROKERAGE CO. 
539 Tchoupitoulas St. 
NEW ORLEANS 


le 


Complete coverage in camiiens 
and Mississippi of candy manufac- 
turers, jobbers, and wholesale 





| 
New Lines Desired 
| 


grocers. 


|G & Z BROKERAGE COMPANY | 


524 North 12th Street 
ALBUQUERQUE, NEW MEXICO 


A combined confectionery experi: | 


ence of 38 years. 

Covering Arizona, 

Idaho, Utah, and El Paso County, 
‘exas. 





Ss. D. CARTER COMPANY 
eee | Brokers 
Ox 


SHREVEPORT, LA. 
Terr.: La., Ark., & E. Texas 


W. S. STOKES 
Broker & Agent 





BATESVILLE, 
| Candy - Novelties - Specialties 
Terr.: Arkansas—Accounts solicited 





J. J. BOND & COMPANY 
1840 Hill Crest—Phone 7-1800 
FORT WORTH 7, TEXAS 
Territory: Texas and Oklahoma 





Mountain States 





E. G. ALDEN & COMPANY 
Box 5014 Term. Sta. 
Phone Lakewood 599W 
DENVER 17, COLORADO 
John Alden traveling—Colo., Wyo., 
Mont., and Western Nebraska 


CAMERON SALES COMPANY 
5701 East Sixth Ave. 
DENVER 7, COLORADO 
Candies and Allied Lines 
Terr.: Colo., Mont., Idaho, Utah, 
N. Mex. 








JERRY HIRSCH 
Manufacturers’ Representative 
Candy and Specialty Items 

4111 E. 4th St. 

TUCSON, ARIZONA 
Territory: Arizona, New Mexico, 
El Paso, Texas 





T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS BUTTE GREAT FALLS 
(General Office) 
Montana & Northern Wyoming | 
Established 1907 


x. 

Confectionery and Novelty Items 
Box 416—Phone 2-3540 
BUTTE, MONTANA 
Complete coverage of Montana, 
Idaho, and Wyomin 3. 


HARRY YOUNGMAN 
BROKERAGE COMPANY 
Box 1619 
DENVER 1, COLORADO 
Territory: Colo., Wyo., Utah, 
Idaho, Mont., N. Mexico 


Terr.: 








Pacific States 


JOHN T. BOND & SON 
637 S. Wilton Place 
Phone Federal 6028 


LOS ANGELES, CALIF. 
Territory: Pacific Coast 
Our 28th Year in Candy and 
Food Field _ 





BELL SALES COMPANY 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 
Terr.: Calif., Reno, Nev., 
Hawaiian Islands 


WITENBERG-ROSS 
24 California St. 
Phone: Exbrook 7973 
FRANCISCO 11, CALIFORNIA 

315 West Ninth St. 

Phone Trinity 7159 
LOS ANGELES 15, CALIFORNIA 
Terr.: Calif., Arizona, Nevada 

& Export 





New Mexico, | 


CARTER & CARTER 
Confectionery Mfr's Agents 
ees 1 with Industry since 1901 

Connecticut St. 
ao Main 7852 
SEATTLE, WASHINGTON 
Terr.: Wash., Ore., Utah, Ida., 
| Mont., Nev., Wyo. 


| 


GENE ALCORN & CO. 


1340 E. 6th Street 
LOS ANGELES 1, CALIFORNIA 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 


MALCOLM S. CLARK CO. 
148742 Valencia St. 

No. Cal.; Nev.; & Hawaii 
SAN FRANCISCO 10, CALIF. 
923 E. Bay St.—Southern California 

ANGELES 13, CALIF. 


1238, LAY Glisan—Oregon 
| 





TLAND, OREGON 
e187 ee Sales Bldg. 
Wash., N. Idaho 
SEATTLE 1. WASH. 
3621 Nations Ave. 
Ariz., New Mex., W. Texas 
EL PASO, TEXAS 





J. RAY FRY & ASSOCIATES 
| 420 Market St.—Phone Garfield 7690 
FRAN CALIF. 





| Terr.: Calif., Ore., Wash., Mont., 
| Ida., Utah, Wyo., Nev., Ariz. 
CHARLES HANSHER 
112 W. Ninth Street 
LOS ANGELES 15, CALIFORNIA 
Personal contacts with chains, job- 
bers, syndicates & dept. stores 


throughout California. 


HARTLEY SALES COMPANY 
George W. Hartley 
89 Marietta Dri-e 
SAN FRANCISCO 16, CALIFORNIA 
Phone: JUniper 4-5300 
California, Oregon, Washington, 
Idaho, and Nevada 











KESSLER BROTHERS 
739 Market St.—Tel. Sunt 7354 
SAN FRANCISCO 3, CALIF. 
Terr.: 11 Western States, Army 6 
| Navy, Export Wholesale Jobbing 
}and Retail coverage for Quality 
| Manufacturers. 
| Offices, S.F.—L.A.—Portland— 
Honolulu 
Established 1925 
Sidney H. Kessler 
Theodore D. Kessler 





L 

| SEATTLE 22, WASHINGTON 

Manufacturers’ Representative 

} 1705 Belmont Avenue 

Terr.: Wash., Ore., Mont., Ida., 
Utah, Wyo. 





Y N. NELSON 
112 Market Street 
FRANCISCO 11, CALIF. 
Established 1906 
Sell Wholesale Trade Only 
Terr.: Eleven Western States 
GEORGE R. IN CO. 
302 SS eS 
SEATTLE, WASH. 
Territory: Wash., Ore., Ida., Mont. 
Over 20 years in this area. 











W. TURMELL COMPANY 
he Con ‘Canyon Rd.—State 44713 
SHERMAN 0. Sy =] 


(20 minutes from. Los An 


___| Terr.: Calif., Associates at Fy 
“> | Philippines ‘and China. Established 
since 1932. 





RALPH W. UNGER 
923 East 3rd Street 

Phone: Trinity 8282 

ANG) 


Calif., Ariz, N. Mex., 
West Tex., Nev. 


LOS 
| Terr.: 
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Confectionately Yours 








a ‘ssror SCHEDULE: Davy Jones, 
85, is a wealthy plumber, whose 
avocation is passing out lollipops 
and other sweets to passengers in the 
Newark station of the Pennsylvania 
railroad. “Been at it every day for 
25 years,” he says. “I run about 
144 lollipops a week and buy in two- 
gross lots.” In addition he gives 
candy and other presents to the “kids 
in Medical Center, has 60 other kids 
meet him regularly at a Rotarian 
luncheon for lollipops, and on the 
day interviewed was going to a party 
with “200 little glass boots filled 
with candy for kids.” 


eee 


gar teagan TRANSIT: “Travel- 
ing candy canes” featured the 
Los Angeles holidays. In conjunction 
with the lighting of a 95-ft. Christ- 
mas tree in Pershing Square, “pep- 
permint striped” street cars and a 
bus went into operation. 


eee 


yg STORIES: Mouth-wateringly, 
an ad in a business executive 
magazine by Monsanto Chemical Co., 
tells the goodness of today’s flavor- 
some candies and points out “they’re 
better by far than the ‘gingerbread 


and cake’ found by Hansel and 
Gretel” on their fairy-tale walk 
through the woods. . . . And Wm 


Wrigley Jr. Company’s colorful full- 
page “Reminder about Candy and 
Chewing Gum” is, as mentioned in 
the newspaper, magazine ad, truly 
“published as a service to the retail- 
ers of America.” 


eee 


TAR’S CANDY: “Bergen’s Better 

Bubble Gum,” and “Jack Benny 
Penny Pincher” will bring more 
Hollywood star confections to the 
consumer soon, it’s reported. Candy 
Corporation of America, subsidiary 
of Music Corporation of America, 
is the manufacturer. 


eee 


Rec MIX: Because “chewing gum 
is American,” the Soviets have 
placed it on the verboten list in their 
sector of Berlin. . . . In East Orange, 
N. J., a candy store customer asked 
the owner for a $20 loan. On being 
turned down, he pulled out a gun 
and helped himself to $50 from the 
cash register. . . . “A sweet mess,” 
said the highway officer, when a 10- 
ton truck of molasses blew a tire and 
overturned. 
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End of Freight Absorption Seen Harmful 


‘ EVENTY-FOUR MANUFACTURING confectioners out of 
134 participating in a recent nationwide survey be- 
lieve discontinuance of freight absorption would force 
companies in the industry to change the location of their 
plants, and 64 feel that discontinuance of freight absorp- 
tion would affect their firms adversely. Of the 134 firms, 
128 also reported that they have not changed their pric- 
ing systems as a result of the Supreme Court’s cement 
case decision, says Philip P. Gott, president of the Na- 
tional Confectioners’ Ass'n. 

The confectionery industry survey, made in compli- 
ance with the Capehart Committee’s request that trade 
associations submit data on their industry’s freight poli- 
cies also indicates that the majority of candy manufac- 
turers (1) sells on a freight absorption basis, (2) favors 
future legislation which will neither prohibit sales at 
delivered prices uniform to all buyers in the U. S. nor 
prohibit sales at delivered prices in which the seller ab- 
sorbs part of the freight, (3) does not want legislation 
which would require sales by the manufacturers on a 
j.o.b. basis, and (4) believes that mandatory /.o.b. plant 
pricing would decrease competition in both the confec- 
tionery industry and in business generally. 

Other economic data indicated by the survey show (1) 
that bar, 5- and 10-cent specialty, package, and penny 
goods sell on a freight absorption basis, while bulk 
goods is sold predominantly on an f.o.b. plant basis: 
(2) the North Central area represents the center of the 
bar goods business with 62.3 per cent of bar manufac- 
turing volume in that area; and (3) the Northeast area 
is the center of the packaged goods business with 74 per 
cent of volume represented there. 

“It is my opinion after being in the candy business 
40 years,” Homer J. Williamson, secretary-treasurer of 
Homer J. Williamson, Inc., told the Capehart Committee, 
“that the disallowance of freight by the manufacturer on 
candy bars would put most small manufacturers at a 
distinct disadvantage and would so localize the sale of 
candy bars that the consumer might be denied the privi- 
lege of enjoying his favorite piece of candy. 

“Granting it is necessary to allow freight on bar candy 
to meet competition,” said Mr. Williamson, “and to obtain 
the wide distribution needed, it is also just as necessary 
that the raw materials, such as corn syrup, be available 
to all manufacturers on an equal basis.” 

If manufacturers were not allowed to sell on a de- 
livered basis, Mr. Williamson pointed out, the retailer 
would not be able to have a uniform price unless he 
limited his purchases to his local manufacturer. This 
would be to his disadvantage, because he could not offer 
‘his customers the large variety they demand and because 
his local supplier with no competition from other manu- 
facturers would be inclined to charge the top price. Can- 
dies of national reputation and distribution would be 
at a great disadvantage in points distant from their 
plants unless they were allowed to quote a delivered 
price. 

“So far as I know,” Mr. Williamson added, “‘no manu- 
facturer of known brand labeled candy bar is able to 
survive on a local market. It takes wide distribution to 
get the volume.” 
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“Bar candy as now manufactured is a high speed, con- 
tinuous line production operation, and great savings can 
be made on a large volume basis. 

“In 1945 we built a new streamlined factory primarily 
for making bar candies. This was a considerable finan- 
cial undertaking for a small firm like ours. Capital is 
not too easy a thing for a small manufacturer to obtain. 
We could not build similar factories throughout the 
U.S. in order to meet the competition of other local 
manufacturers. Our problem now is to keep our one 
plant running at as nearly its full capacity as possible 
in order to produce cheaply enough to meet the compe- 
tition of our larger competitors. 

“It is much cheaper for us to pay freight to distant 
points than to have additional factories near the zones 
of greatest demand. Our only hope of continuing in 
business is to be able to interest dealers in a large enough 
territory to sell our candy bars and to keep our plant 
in full operation, which means economical operation. 
This we cannot do if limited to a local distribution. 

“If a manufacturer could dispose of all his product 
locally and keep his plant operating at better than a 
break-even point, he might find it most satisfactory. Candy 
bars made by a given manufacturer, however, are ac- 
ceptable to only part of the consumers in any given terri- 
tory. Therefore, a wider distribution is desirable in 
order that his plant may run at maximum production, 
which makes it possible for him to produce a better 
value for the consumer and meet the competition of his 
competitors in all territories.” 

Emphasizing that his firm’s bulk candies are sold f.0.b., 
“mostly in nearby territory,” Mr. Williamson told the 
committee “there are a great many reasons why the dis- 
tribution of bulk candy is different from the distribution 
of bar candy.” 

“Bulk candy is sold largely in 5- and 10-cent, drug, 
department, and variety stores,” he explained, “and is 
not sold under a label. It is a heavy product on which 
shipping costs are high. It is, therefore, possible to 
have a localized market since you are not competing 
with other labeled goods. In other words, the character 
of the business of selling bulk candy does not force us 
to reach out in order to obtain volume. We sell our bulk 
products in Indiana and the four adjoining states. We 
would be just as pleased to sell our labeled bars in a 
limited number of states, if it were possible to get enough 
consumer acceptance. in local territory to keep our plant 
in continuous operation and produce the best value pos- 
sible to retail for 5 cents. But so far as I know, no manu- 
facturer has been able to get a satisfactory distribution 
on a local basis.” 

Another complicating ramification of /.0.b. pricing 
would result in the case of supplies for the candy manu- 
facturer, Mr. Williamson said. 

“We might find ourselves at a very considerable dis- 
advantage in having to deal with just one supplier of 
each product and having to accept his price and his con- 
ditions of sale. No doubt our experience would be like 
the experience of buyers of cement and steel, who have 
found that the end of freight absorption simply meant 
that they paid the freight and the price went up and the 
article was harder to get than ever.” 
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@ A good display of appetizing candy can sell her the first time. But 
only delicious taste will keep her coming back for more . . . make her a 
regular customer. 

Here is where Pfizer Citric Acid comes in — an acidulant that 
consistently and uniformly enhances the flavor of hard candy. Along with 
other ingredients of known high quality, it can make the all-important 
difference between a one-time acquaintance of your candy and a friend 
for life. 





In your fruit flavors, Pfizer Citric Acid goes beyond the main- 
tenance of quality. To the sweetness of sugar, it adds a definitely desirable 
tang, enhancing the fruit flavor. And it is also preferable from the oper- 
ating standpoint in candy-making since its ready solubility provides 
uniform dispersion. 


OTHER PFIZER PRODUCTS 


which meet your most exacting candy-making requirements for purity and 
uniformity are Tartaric Acid, Cream of Tartar, and Sodium Citrate. For 
details: Chas. Pfizer & Co., Inc., 81 Maiden Lane, New York 7, N. Y.; 211 
E. North Water St., Chicago 11, Il].; 605 Third St., San Francisco 7, Calif. 


PFIZER @ 


Manufacturing Chemists Since 1849 





THE WORLDS FINEST ORANGE OIL 


Made exclusively from oranges from Give it all your tests for quality, uni- 
the Sunkist Groves of California. formity and strength. Then you'll buy 
Exchange Brand. 


Exchange Oil of Orange gives you 
more real orange flavor, drop for drop 
or pound for pound, than any other 


Orange oil. 


Distributed in the United States exclusively by 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 

FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York 11, N. Y. 
Distributors for: 

CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 
Producing Plant: 

The Exchange Orange Products Co., Ontario, Calif. 








